


Featured in this issue: 


Sponsors spending 


over $34 million for 


major league ball 


See story, page 52 
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Interview: S-Yamulla Sz (ror 


North Advertising Media Supervisor, Armella Selsor, tells why she selects WLW 
Radio and TV Stations for “even-waving” TONI Home Permanent 


“‘When it comes to the airwaves, 

| choose the WLW Radio and 

TV Stations for TONI because 
they give so much cooperation... 
all the way from time availabilities 
Com ole)iacre)cr-t-1(-Melcelasle) (le): ma 


EVEN-WAVIN{E 


“Yes, the famous Crosley - 
eT celbioma-t-lhmce)i mele) 

the loose ends to bring 
lalelant-M el-1aasl-1al-10) a -s-10 116 
for advertisers!”’ 








Armella Selsor, Media Supervisor for Toni, Deep Magi 
c 


gic, 
Adorn, Thorexin. North Advertising, Incorporated Chicago 


Call your WLW Stations Representative... you’ll be glad you did! 


Network Affiliations: NBC; ABC; MBS + Sales Offices: New York, Cincinnati, Chicago, Cleveland + Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas......... Crosley Broadcasting Corporation, a division of Avco 

















TO HATCH A THIEF 





If you are interested in knowing how to hatch 

a thief . . . take a look at the last six ARB ratings for @ 
the Dallas/Fort Worth market. More often than (\ ‘ | 
not each new rating has hatched a new thief of position : 
number one. The winner can be anyone, because the 

market is an almost equal split between ALL FOUR STATIONS 

ALL THE TIME. The market is as tight as the 

proverbial drum... and if anybody tells you he’s got 

figures to ‘‘substantiate’’ his leadership in this field, 

DONT BELIEVE IT .. . his figures are only 

temporary. Better still, drop around and look at our 


figures .. . right now, we’re number one (combined 


Dallas/Fort Worth ARB, January, 1958). 


@ KFUZ-TV .... 


DALLAS/FORT WORTH JOE EVANS, National Sales Manager 
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“He must knows i dood spot” 


—~ 94" > 

















So do the timebuyers at Benton 
& Bowles. These specialists schedule 
spot television campaigns for some 
of the nation’s top advertisers. 
Their know-how enables them to 
make shrewd station appraisals, 
based on information gathered by 
Benton & Bowles research people, 
as well as market and station data 
from CBS Television Spot Sales. 


In the past year Benton & Bowles 
used KGUL-TV (serving Galveston 
and Houston) for such important 
clients as General Foods, Norwich 
Pharmacal, S. C. Johnson & Son, 
Procter & Gamble, Philip Morris 
and the Florida Citrus Commission. 


Benton & Bowles’ verdict: “Good 
spot to be in!” Good for you, too... 
when you join the 374 different 
national spot advertisers currently 
placing spot campaigns on the 
fourteen stations and the regional 
network represented by... 


CBS TELEVISION 
SP@T SALES 


wcss-Tv New York, wxHcT Hartford, 

WCAU-TV Philadelphia, wrop-Tv Washington, 
wBTVv Charlotte, wBTw Florence, wxIx Milwaukee, 
KMOXx-TV St. Louis, WMBR-TV Jacksonville, 
WBBM-TV Chicago, KGUL-TV Galveston, 

KSL-TV Salt Lake City, KOIN-TV Portland, 

KNxT Los Angeles, and THE CBS TELEVISION 
PACIFIC NETWORK 






























“HIGH NOON” 
SETS ALL-TIME 
HIGH FOR 


PHILADELPHIA 
WITH 49 tC 
& go 


WCAU-TV DELIVERS 86% SHARE-OF-AUDIENCE 
WITH NTA “CHAMPAGNE PACKAGE” 


All records for 11 years of local programming were broken, 










— 


a a 
lig 


and the highest rating for all programs (local and network) 
for February ARB was rung up by WCAU-TV on February 
2nd, when the station aired NTA’s “‘Champagne Package”’ 
film “High Noon’’. 
NO OTHER MEDIA has ever delivered such impact ...a 
thousand adult viewer impressions for 23¢. 


future 


NTA 


“Champagne Package” films on 


WCAU-TV 


PHILADELPHIA 

include: 
“‘Rebecca”’, ““The Third Man’”’, 
“To The Shores of Tripoli’, 
“Spellbound” and ‘“‘Cyrano de Bergerac” 
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39 SELLING IMPACT 


Ten top agencies spent a total of $30 million 
last year on filmed commercials 


46 OPPORTUNITY UNLIMITED 


The season ahead offers syndicators a chance 
at a larger share of the tv pie 


50 TIMEBUYER OPINIONS 


First NBC Spot Sales panel finds that agency 
tv people are divided on ratings 


52 BATTER UP! 


This summer advertisers will pay $40 million 
to telecast 757 baseball games 


56 IS ENTERTAINMENT A DIRTY WORD? 


Some people seem to regard it as sort of a 
“sin,” agency executive believes 
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Publisher’s Letter 64 Audience Charts 


Report to the readers Who watches what 


Letters to the Editor 77 Washington Memo 


The customers always write tv and Capitol Hill 


Tele-scope 79 Spot Report 
What's ahead behind the scenes Digest of national activity 
Business Barometer 9 


Measuring the trends 


— 


Wall Street Report 


The financial picture 


Newsfront 105 In the Picture 
The way it happened Portraits of people in the news 
Film Report 106 In Camera 


Roundup of news The lighter side 

















































I'M JOE FLOYD... 





THEY SAY I'M A 
HELLUVA SALESMAN! 


That’s because I like to give the 
advertiser a run for his money— 
always have! Like creating a whole 
new empire of customers— 
KEL-0O-LAND—wmore than a million 
strong, with over $1,220,150,000 
in annual retail sales. Read that 
number again, please. It’s not a 
missprint. It’s the actual proved 
buying power of a market reached 
completely by just one selling 
force .. . KELO-TV and its booster 
stations, KPLO-TV and KDLO-TV 


CBS « ABC « NBC 


Wrap up all 


KEL-O-LAND 


with one single-station buy! 


KELO ~ 11 


CHANNEL 
Sioux Falls, South Dakota 


and its great boosters .. . 


KDLO KPLO 
3 6 
CHANNEL CHANNEL 
Aberdeen, Huron, Pierre, Winner, 
Watertown Chamberlain 





General Offices, Sioux Falls, S8.D. 


JOE FLOYD, President 
Evans Nord, Gen. Mgr.— 
Larry Bentson, Vice Pres. 


REPRESENTED BY H-R 


In Minneapolis its Bulmer 
& Johnson, Inc. 
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NOW 
BAB 
REACHE 








...With a point of view suited to these times 


night 
is 


coming 


to t: 
this f. ll! 





These are such unusual times that a baby is apt to grow up and reach maturity much faster 
than ever before. 


Take the newcomer to America’s television scene symbolized here, for example. 
He was born eighteen months ago when the NTA Film Network was formed. 


A mere six months later, he took his first big step forward . . . when America’s dynamic new TV 
network began commercial operations . . . backed by some of the nation’s most important 
advertisers and their agencies. 


Then he discovered his “first love” . . . when the Shirley Temple attractions often made the 
NTA Film Network the Number One TV network in America in the time period. 


Now he is reaching out again . . . with some very large plans ideally suited to these times. His 
position offers exactly what is needed during these days when advertisers are taking a long, 
hard look at their television coverage, their budgets, and their advertising plans in general . . . 
for this coming fall. 


Today above all, the NTA Film Network offers a unique solution to these problems, in the form of... 


Wider Flexibility No “Must-Buy” Station List 

.. . to meet advertisers’ varying sales patterns ... to combat wasteful, needless circulation 
Greater Economy Guaranteed Clearance 

. .. thanks to the elimination . . . of time and programming, 

of costly coaxial cables of which you will hear more later 

It’s a program designed to solve the Number One problem in television today—the acquisition of ai 


maximum coverage at minimum cost with top-flight television programming. 


If you’re an advertiser or an agency faced with this knotty problem, before you make your plans 
for the fall, find out now about the all-new, big-time programming that will be telecast this fall 


on the NTA Film Network. 


a 
Today is the time for you to reach out and telephone, wire or write us . . . to hear the whole story. F 


FILM 
NETWORK 


The Coliseum Tower, 10 Columbus Circle, New York 19, N. Y. - JUdson 2-7300 
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KANSAS CITY 
SYRACUSE 
PHOENIX 
OMAHA 
TULSA 


|’ 


ee ee ee ee ee eee ee ee ee 


~ — a en Ae ee ee ee 


ee oe See ee ee ee ee ee ee ee 








“always buy Meredith stations 
to get your advertising home!” 


Use a slide rule, use a rating, ask your dealers, 
or use any other time-buying aid . . . you’ll 
probably arrive at the same answer ... the 
Meredith Station in Kansas City, Syracuse, 
Phoenix, Omaha and Tulsa is your best buy. 
Advertising on The Meredith Stations gets re- 


sults .. 


. your advertising gets HOME. The 


station managers or their representatives can 
give you the facts. 


KCMO 
WHEN 
KPHO 
WOW 
KRMG 


KCMO-TV 
WHEN-TV 
KPHO-TV 
WOW-TV 





The Katz Agency 
The Katz Agency 
The Katz Agency 
John Blair & Co. — Blair-TV 
John Blair & Co. 


Meredith Stations Are Affiliated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines 
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Ad: ertisement 


OUR FAMILY 


Somewhere between the silliness of a high school girl and the maturity of 
a grandmother appears that baffling creature known as a WNDU GIRL. 


"NDU GIRLS come in assorted sizes: small, medium, large and Slenderella. 
And, happily enough, they come in assorted shapes: 34, 36, 38 and “I can’t 
believe it!” 


*"NDU GIRLS are found everywhere: Pittsburgh, fraternity houses, in con- 
vertibles, The Huddle, around football players, The Dunes, around basketball 
players, in the darkroom, Chicago, in the proproom, the moonlight, Woodies. on 
stage, The L & H Inn, choir, Eddies and at times, at home. 


College men love them, WSBT girls envy them, B. C. B hires them—and no 


one fires them. 


An ’NDU GIRL is Grace Kelly in loafers, Amy Vanderbilt with ditto ink 
on her nose, and Dorothy Kilgallen mumbling to herself. The "NDU GIRL is 
a mixture of many things: the Ivy Look, the Dior Look, the Lollobrigida Look, 
and The Morning After The Night Before Look. She has the sense of humor of 
Steve Allen, the secrecy of a public address system, the naivete of My Friend 
Irma and the defense of the Fighting Irish. 


An ’NDU GIRL likes coffee breaks, tall football players, charge accounts, 
chewing gum, ruffles, Monopoly, weekends, 21-inch waist lines, Johnny Mathis, 
men over 25, men, martinis, and engagement rings. 


The "NDU GIRL hates riding the bus, the TWX, late copy. girdles, pre- 
viewing film, returning from Pittsburgh, weekly statements, the ditto machine, 
locating people, the President’s “surprise” speeches, working after 5:00, Silver 
Dollar Jubilees, and the man that dates her only on week nights. 


No one else can pay for bus transfers, figure out Playtex affidavits, drink 
12 cups of coffee a day, convince the boss she’s working, and put out the 
availability sheet on time. 


Only the "NDU GIRL crams into one small handbag: a half-smoked pack 
of Salems, a cigarette lighter conveniently out of fluid, an empty match book 
from Eddies, a picture of that certain male, sticks of gum, a bottle of White 
Shoulders, a pass to the Palace Theatre, three pennies for the 7-Up machine, a 
Belafonte record borrowed from AM, the keys to the truck and the postage 
machine, one red marking pencil, a “Peanuts” comic strip, one rate card (Na- 
tional Rate) and a scrap of paper with the name of that gorgeous guy on campus. 


She’s a wondrous creature whose curiosity can never be satisfied, and 
when asked about something says, “how *bout that, radio,” who is flawless until 
Fridays, and who can type that work for you in one-fourth the time it would 
take you. 


She’s your date, your tutor, your subject, your ruler and your shoulder 
to lean on when you’ve got troubles. 

And when at last you decide to pop that important question, I tell you 
friends, it kinda makes life worth living when she whispers those magical words 
into your ear, “Sorry, Jack, a fe'la from WSBT asked me last night!” 
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STARRING 


LLOYD BRIDGES 


James W. SEILER, Director of ARB. 
. a Supervised the compilation of the 
_— = =~ _ ARB rating facts shown in this ad. 
This data again proves that 
. oF ZIV SHOWS RATE GREAT time 
after time in city after city. 





ZIV'S NEXT BIG RATING WINNER 


now shooting at ZIV Studios! 
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in the danger-packed 





Twenty One and others. 


ARB Jan. "58 








series could win such 


FIRST RATINGS / 


NEW YORK 


WCBS-TV 10:30 P.M 


adventures of an #1 AMONG ALL SYNDICATED SHOWS 


ex-Navy frogman . . . outrating Wagon Train, $64,000 
od 3 ae Question, Maverick, Lawrence Welk, 


* -_ e 

BALTIMORE . DENVER  . BIRMINGHAM . 

WBAL-TV 10:30 pm * KLZ-TV 9:00 pm «© WBRC-TV 6:30 pm °* 

- + * 

* * o 

e e > 

2 @ 

e « * 

Outrating Studio One, @ Outrating Groucho Marx, » OuvtratingGrouchoMarx, 
Ed Sullivan, Steve Allen, To Tell The Truth, G. E. Steve Allen, Twenty One, 

Ernie Ford, $64,000 ® Theatre, Price Is Right, © Disneyland, Wagon af 

Question and others. e@ Wagon Train and others. . Train and others. e 
ARB Feb. '58 ARB PULSE Feb. "58 

Jan."58 © . 
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Your answer is right here... 
SEA HUNT first ratings ... proof from an 
impartial source that ZIV delivers high 


in these 


MIAMI 





258 






WTVJ-TV 7:00 pm 


33/ 


Outrating Wyatt Earp, 
Twenty One, Steve Allen, 
Phil Silvers, Ed Sullivan 


and others. 


IT’S THE HOT, HOT, HOT NEW SHOW OF ‘58! 


Pat O'Brien, Cesar Romero, Howard Duff, Bonita 
Granville, Steve McNally, John Ireland, Lola 
Albright, David Brian, Kent Taylor, Gene Barry, 
Hans Conried and many more stars on exciting 
ACTION impact shows on Target! 


ARB Feb. '58 





HOW GREAT CAN A SHOW RATE THE FIRST TIME ON TV? 

ratings fast! Make your next TV show 
a ZIV show and enjoy that happy spon- 
sor feeling. 


















Po , = YY 


PITTSBURGH 


KDKA-TV 6:30 pm 


288 


Outrating Wagon Train, 
Kraft Theatre, This Is 
Your Life, Twenty One, 
$64,000 Challenge 
and others. 

ARB Feb. "58 


Produced 1153 Film Commercials 
in 1957 for 


41 Leading Agencies 


New York — most complete modern studio facilities 
Detroit — Midwest Service Center 


Los Angeles — Most complete modern studio facilities 
Permanent staff of 85 


N. W. Ayer & Son, Inc. 

Ted Bates & Company, Inc. 

Batten, Barton, Durstine, & Osborn, Ince. 
Benton & Bowles, Ine. 

D.P. Brothers and Co. 

Leo Burnett Co., Inc. 

Campbell-Ewald Co. 

Campbell Mithun, Ine. 


[=] MPO TELEVISION FILMS, INC. 


15 East 53rd St., New York 22. MU 8-7830 


Cockfield, Brown & Co., Ltd. 

Compton Advertising, Ine. 

Cunningham & Walsh, Inc. 
Dancer-Fitzgerald-Sample, Inc. 

D’Arcy Advertising Co. 

Doherty, Clifford, Steers and Shenfield Inc. 
Doyle Dane Bernbach, Ine. 

Erwin Wasey, Ruthrauff & Ryan, Ine. 
William Esty Co., Inc. 

Foote, Cone & Belding 

Clinton E. Frank, Ine. 

Gardner Advertising Co. 

Geyer Advertising, Inc. 

Grey Advertising Agency, Ine. 

Bryan Houston, Inc. 

Kenyon & Eckhardt, Inc. 

Edward Kletter Associates, Inc. 

Kuder Agency, Ine. 

C. J. LaRoche and Co., Ince. 

Al Paul Lefton Co., Ine. 

Lennen & Newell, Inc. 

Earle Ludgin and Co. 

Richard K. Manoff, Ine. 

Marschalk & Pratt Division of McCann-Erickson, Ine. 
Maxon, Ine. 

McCann-Erickson, Inc. 

McKim Advertising, Ltd. 

Emil Mogul Co., Ine. 

, Ogilvy, Benson & Mather, Inc. 
Sullivan, Stauffer, Colwell & Bayles, Ine. 
J. Walter Thompson Co. 

The Wesley Associates, Inc. 

Young & Rubicam, Inc. 
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Letter from the Publisher 


Commercials Are Big Business 


The film-commercial business has become big business, as our 
story on what the top 10 agencies spend for film commercials re- 
lates (see page 39). The film-commercial production firms over 
the past five years have developed into an important source of 
supply of talent and production for advertising agencies across 
the country. There is nevertheless an interesting correlation be- 
tween what the top 10 agencies spend for film commercials in re- 
lation to their total tv billing. This expenditure accounts for less 
than one per cent of the total tv billings of these agencies. 

While advertisers are spending more money for commercials 
than ever before, the figures indicate that a great deal more money 
should be spent in relation to what the advertiser is spending for 
time and talent. The commercial is the selling vehicle which will 
carry the program, and if it is a spot schedule the commercial is 
designed to do the selling job entirely on its own. 

Many film commercial producers, however, have found an agency 
not at all reluctant about spending an additional $10,000 or $20,- 
000 on a network program to boost the rating of the show, but 
quite hesitant at spending $1,000 or $2,000 more on a commercial 
that will do a more effective selling job. 

One outgrowth of the film-commercial production business has 
been the stability of the companies in the field as the expenditures 
have expanded. The more stable companies have established a 
leadership status and have in fact established their healthy regard 
for the entire field. 


Tv & Movies Closer 


Meanwhile, television and the motion-picture industry have been 
drawn closer together in the past 60 days. Republic Pictures on the 
basis of the sales of its post-’48 features, came up with an optimistic 
third-quarter report. The Paramount package was sold to MCA, 
and both MGM and Warners, through Associated Artists, have in- 
tensified their selling efforts in the smaller markets. As a matter of 
fact, it becomes apparent that television is the means through which 
the major motion-picture companies can not only operate profitably 
but also turn out a better product for theatrical distribution. The 
analogy is somewhat similar to the financial operations of both 
the Associated Press and the United Press. Initially many of the 
newspapers complained bitterly against allowing radio and later 
television stations to subscribe to these same news services. Even- 
tually, the income from the broadcast medium enabled the news 
services to do a much better job for newspapers as well as for radio 
and tv subscribers. 

Similarly, the major film companies have discovered that the 
revenue for maintaining their huge production plants will have to 
come from tv. The economics of the film business has virtually 
dictated the direction in which the major film companies must 
travel and that is in the direction of tv. 


Cordially, 


I. Maul 








FIRST MAJOR 
NEWS AND 
COMMENTARY 
OF THE 
EVENING IS 


AVAILABLE 
TO YOU TO 
REACH THE 
BALTIMORE 
MARKET! 


Headlines and observations by John 
F. Lewis is the first local show with 
film newsreel to hit the early even- 
ing market. It’s available for full 
sponsorship or 1-minute participa- 
tion. Mon. thru Friday at 6:30 p.m. 


WBAL-TV 


Channel 11-Baltimore 


Nationally Represented by 
Edward Petry & Co., Inc. 
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RAILROADS!... 
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DIDN’T 
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JEFF MORROW AND SUSAN CUMMINGS, STARS OF “UNION PACIFIC” 








When we first talked about filming our UNION PACIFIC engines-and- 
Injuns series 18 months ago, we couldn’t tell a papoose from a caboose. So 
far as we knew, firewater was what they put in locomotive boilers, and 


“Hell on Wheels” was the name of a famous lady tennis player! 


Our aim was to film an authentic epic of a continent-spanning epoch, where 
every stretch of track had its own set of historic ties! The saga of railroadin’ 
men who faced mountains and floods with equanimity . . . come hill or high 
water, they were going through! The tale of Indian-fighting out on the far 


prairie, where a man might be without a cent, but never lack for a Sioux! 


We know a lot about railroads now. One thing for sure—UNION PACIFIC 


is just the ticket for you. 


NBC TELEVISION FILMS-A DIVISION OF 


CALIFORNIA NATIONAL PRODUCTIONS, INC. 
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With appropriate dignity, the statue 
above depicts just one of the many 
great stars in one of the many great 
programs available te T! stations i in 
that pioneering new | serv- 
ice plan—NTA‘’s F. MS. All 
told, it offers almost 3, jours bd 
‘Hall of Fame! TV. programs. . 

subscription, resulting ia Evinge 













amounting to magyi bs is of 
dollars. a - 
Start today te dulectibe .. cata fixed 


low price . .. to thi 
station programmi 
gives you the mos 
the least! ' 





20th Century-Fox 


J. Arthur Rank” Sir Alexander Korda 


Great Hall-Heud Shows 











8721 Sunset Bivd. 
Hollywood, Calif. | | 
it JUdson 2-7300 Olympia 2-7222 || 

anne cet Sn remanent dS 


Senor 
§ core 


10 Columbus Circie 
New York, N. Y. 














Agency Score 

In the past few years you have pre- 
sented editorial matter regarding the 
enlarging scope of advertising agen- 
cies’ activities. .. . I am particularly 
interested in any editorial you may 
have which discusses the changing em- 
phasis from strictly agency to market- 
ing agency, i.e., the expansion of an 
agency's services from preparing only 
advertising to preparing complete, in- 

tegrated marketing programs. 
BERNARD Davip GARTNER 
Space Buyer 
Edward H. Weiss Co. 
Chicago 


Note: While tv ace has presented a great 
deal of material on this subject, Mr. Gartner 
may be particularly interested in the article 
“New Meaning of Marketing,” which ap- 
peared in the June 17, 1957, issue. 


Color Tv 
. . TELEVISION AGE for February 
24, . . . contains a rather complete 


run-down on the commercial use of 

color tv. I certainly found it most in- 

teresting reading and, if those of us 

quoted know what we're talking about, 
color has a bright future! 

A. G. Waack 

Director of Advertising 

Household Finance 


Chicago 


I do want to compliment you on the 
fine work you do with this publication. 
It is one of my favorites. 

Douctas L. SMITH 
Adv. & Merch. Director 
S. C. Johnson & Son 


Racine 


Disagrees with Mr. Pellegrin 


I want to take exception to the report 
of the Frank Pellegrin talk at the 
Broadcast Advertising Club in Chi- 
cago, which was summarized on page 
31 in the February 10th issue of 
TV AGE. 

It is not true that every station in 

(Continued on page 22) 








Gets Middle Georgia! 


One WMAZ sweep that is! 


WMAZ in this case in- 
cludes both WMAZ Radio and 
WMaAZ Television! The com- 
bined circulation of WMAZ 
Radio plus WMAZ-TV is 
greater than the entire cir- 
culation of the two local news- 
papers and the other three 
local radio stations. 


BUY BOTH .... WMAZ 
RADIO and WMAZ-TV and 
sweep the Middle Georgia 
market with your advertising. 
Clean up the sales you require. 


MACON, GA. 


National Rep. 
AVERY-KNODEL, INC. 
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GRAND MARCH 


Just look at this calendar of stars appearing this 
month on The Late Show! 

This month, any mbnth, you won’t find anywhere 

a greater galaxy of stars in so many box-office hits 
as appear night after night on television’s most 
famous feature film program. For WCBS-TV’s 
vast library from M-G-M, Warner Brothers, 20th 
Century-Fox, United Artists and Columbia has 
more major-studio releases than are programmed 
by New York's six other channels combined! 

The Late Show audience, an average of 1,320,000 
viewers nightly, is assured of top entertainment 
every time (not just an occasional good picture, 

or one repeated several nights a week). No wonder 
Nielsen, the only four-week rating service, finds 
The Late Show far ahead not only as New York's 
favorite late-evening entertainment but also as 
the area’s most popular multi-weekly feature film 
program series. 

Right now, at television’s peak viewing season, 
here’s a unique opportunity for you to reach bigger 
New York audiences at lower cost-per-thousand 


on The Late Show. Contact CBS Television 


Spot Sales today. TAT BS O} Tt? 


CBS Owned—Channel 2 in NewYork— Represented by CBS Television Spot Sales 


Letters (Continued from page 19) 


any market can be first in ratings. It is 
not true that if you have any given 
number of stations in any market, they 
can engage the services of each survey 
company until they find one who shows 
them to be the No. 1 station. 

If you mean that every station can 
be first in one way that is a different 
story. One station can be first in rat- 
ings; one can have the highest-rated 
quarter-hour; one can be No. 1 in a 
particular age group, or income 
bracket. But it is not true that every 
station can be first in ratings. 

SypNEY RosLow 
Director 

The Pulse, Inc., 
New York City 


Permission to Reprint 
We have had an agreement with The 
Billboard whereby we could reprint 
articles and stories Since you 
have now acquired the television sec- 
tion, we would appreciate continuing 
our reprint arrangement or initiating 
a similar one under your stipulations 
Mary HELEN ELLERBY 
Editor 
Tv Info 
Portland, Ore. 


We are contemplating a column to 
he entitled “Trends” or “Trade Talk” 





The WFMY-TV Story 


wFrmy-Tv Greensboro, N. C., has 
distributed 2,500 copies of a 68- 
page history, The Story of WFMY- 
TV, to schools, libraries, hospitals 
and other institutions in the sta- 
tion’s 56-county area. 

General manager Gaines Kelley 
calls the book “the story of one tv 
station, with a general view of the 
entire industry.” 

The project was started six 
months ago, he says, because 
WFMY-TV has received requests for 
information from the public, par- 
ticularly students, ever since the 
station went on the air in 1949. 

“By the way,” he adds, “there’s 
not a word about pay tv in the 


whole book.” 





in which we would like to use informa- 
tion about our industry compiled and 
synthesized from TELEVISION AGE and 
other magazines covering the fields of 
radio and television 

DorotHy TETE 
Editor 
Stand By 
New York City 

Note: Permission granted. 


(Continued on page 25) 





Television Age 


Company 
Address 


City 


[) I enclose payment. 





Please enter my subscription for TELEVISION AGE and the 1957 
Yearbook. As a free premium with my subscription I will receive 
a copy of the Source Book of Success Stories. 


[] one year 
[] two years $12.00 


) Bill me. 


444 Madison Avenue 
New York 22, N.Y. 


$7.00 
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Ad libs 
are fine but... 


It's a fact—quick quips, spontane- 
ous gestures, are best caught on 
film. Then you are in control. A 
quick snip here... a laugh high- 
felatc-to Miial-1e-teerelale Mh Zolt Mile} Z- Mell ol-1e 
ter show... one you’ can be proud 
of. That's because you see it before 
you show it on film. What's more, 
a very important ‘‘more,"’ you're in 
eel ahine] MR icloMol Mm lil-MelileMticlilelan 
Use black-and-white—or color... 
there’s an Eastman Film for every 
purpose. 


For complete information write to: 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Ave., New York 17, N. Y 


Midwest Division 
130 East Randolph Drive, Chicago 1, Ill. 


West Coast Division 
eV ACloMTolilioMiateliliaeM =i 70h 
Hollywood 38, Calif. 


or 


W.\J. German, Inc. 
Agents for the sale and distribution of 


or tieslolsM meohi-tttiolalel Miutelilclmmiaitic Maury 
Fort Lee, N. J.; Chicago, Ill.; 
Hollywood, Calif. 


Be sure to shoot 
in COLOR... 
You'll be glad you did. 























immediately 
available... 
82 half-hour 
suspense | 
dramas 


NS 
starring 


RALPH BELLAMY 


FOLLOW THAT MAN on the CBS TV Network scored a smash 32.2 

FO LLOW average Nielsen and a 53% share of audience for a full year. Audience 

composition: 46% women, 36% men, 18% children. Network-sponsored 

iF AT Mi AN by CAMEL 8 straight years. 82 half hours on film are immediately 
available to regional and local advertisers. 


ALREADY SOLD TO WCBS-TV AND TO STORER STATIONS — BOTH ACROSS THE BOARD FOR DAYTIME STRIPPING! 






598 Madison Avenue, 


BE GREAT IN ’58 WITH... mca tv FILM SYNDICATION nc rincisci cities cveryohere. 











Letters 


Keeping Tv Posted 

I. . . read your excellent publica- 
tion from cover to cover. A person in 
this business just has to in his attempt 
to keep posted on what is happening 
and, even more important, what is 
going to happen. 


(Continued from page 22) 


J. C. KeELLam 
General Manager 
KTBC-TV Austin 


Tv Markets 

A regular feature of your publica- 
tion, Station Directory, makes refer- 
ence to “Total Markets.” This recently 
has been in the neighborhood of 315 
markets. Would a list of these 300 plus 

markets be available to us? 
Syp BLUMENTHAL 
Frank Block Associates 
St. Louis Mo. 


Norte: Tearsheets of the market list are on 
their way. Next complete “Station Direc- 
tory” will be published in May issue. 


Success Stories 


PLEASE RUSH FOLLOWING SUCCESS 


STORIES: 40 BANKS AND SAVINGS. 10 
AUTO DEALERS, 10 WOMEN’S SPE- 
CIALTY. 


RIcHARD SCHAPPA 
wwtv Cadillac, Mich. 


News Issue 

We would like to compliment you on 
the excellent article “Reporting the 
News” which appeared in the Decem- 
ber 29 issue of TELEVISION AGE. It was 





Monitor Service 


A new service to tv advertisers 
is giving a break to 200 disabled 
persons. 

National Television Monitor 
Co., New York, which started in 
October °57 and now covers more 





Kenneth Jaffe trains a monitor 


than 70 cities, is using persons 
confined to their homes to check 
shows locally for national adver- 
tisers. 

Kenneth Jaffe, president of the 
monitoring service, say he has 
found the disabled checkers de- 
pendable and alert. Among the 


ranks are college professors and 
tv script writers, he says. He, or 
someone from the New York 
headquarters, has gone to the vari- 
ous cities to train the monitors 
personally. 

The monitors check syndicated 
shows and commercials, reporting 
on any discrepancies or disturb- 
ances and clocking any presenta- 
tion from beginning to end. Shows 
and commercials are also de- 
scribed. On any check, two mon- 
itors, unknown to each other, are 
used for verification. 

Clients of NTM have included 
Ballantine beer, Doll, 
Philip Morris, Polaroid cameras, 
Serutan and Chunky Chocolate 
Co., where Mr. Jaffe once was ad- 
vertising manager. 


Character 


It was while he was at Chunky 
Chocolate that he got the idea for 
the service. The company was in 
40 markets with spots, he says, 
“and I had a feeling things were 
happening that we didn’t know 
about.” 





an exhaustive and comprehensive study 
of a vital segment of television activity. 
we would like 12 additional 


Farm Story 

We are all highly pleased with the 
KWTv-Evergreen 
February 10th issue. . 


farm story in the 
. . ’m writing 
to request 16 extra copies of that issue. 
Kay CocHRAN 


KWTV Oklahoma City 








Another Reason why . 
Columbus, Georgia, is a Better Buy! 


Geographic location of Columbus, Ga., places ! of the rich WRBL-TV 
53-County coverage in Alabama . . 
You buy “Night Edition” at Class C 


rates and receive 1/3 of the coverage 
in Class AA time! 


WRBL-TV IS FIRST IN ALL 4% HOURS— 





“NIGHT EDITION” 
NEWS * WEATHER * SPORTS 


Average Rating 
Monday thru Friday 


29.9* 


For Participating Minutes 
CALL HOLLINGBERY CO. 
*METRO PULSE JANUARY, 1958 











copies 
WitutiaM R. Nutt 
Director Promotion 
KGW-Tv Portland 
* e 


6:30 PM to sign of f* 
& 


WRBL-RADIO . . . 55% MORE HOMES 
DELIVERED THAN STATION “B” 
DAY OR NIGHT MONTHLY 


NCS No. 2 


. where a 1-hour time difference exists. 






“WeeReBel” 


The little guy with the big following 
. .. Completely dominates the Columbus 


arket! 


M 
W “4 fk L AM-FM-TV Columbus, Ga. 
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Not just a few “big” pictures—but every feature 

a proven audience winner! AAP’s ‘Vanguard’ group 
of Warner Brothers features is good to the last 
reel. 30 of Vanguard’s 52 pictures have been 


cs 
ay et the audience! rated in the past—and there’s not a single _rortuano, ore 
= share-of-audience below 41°/. Many are 4 
way up in the 80’s and 90’s. Why not let 


Vanguard chart your course to bigger share- 
of-audience figures! Call, write or phone. 


C2.dc. 0D: . 


Distributors for Associated Artists Hj Productions Corp ALTOONA, 
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345 Madison Ave., Murray Hill 6-2323 Bi new vor 
75 East Wacker Drive, Dearborn 2-2030 Hi cuicaco 
1511 Bryan Street, Riverside 7-8553 HJ DaAtLas 
9110 Sunset Boulevard, Crestview 6-5886 “Los ANGELES 


Prices for individual pictures on request. 
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What Does CBS-Tv Move Mean? 

Tongues are wagging along Madison Avenue over the 
recent CBS-TV move that saw the operation split into two 
divisions. Merle Jones, the former president of CBS-TV, 
was named president of the CBS-TV Stations Division, 
consisting of owned television stations, CBS-TV Spot Sales, 
CBS-TV Film Sales, Terrytoons and other non-network 
groupings. Louis G. Cowan was named president of the 
CBS-TV Network Division which includes all operations 
dealing with network programming, sales, production and 
affiliate relations. While some opinion is that there is good 
reason for such a split because CBS-TV has mushroomed 
into giant proportions, there is also a sizable body of 
opinion that the split was made preparatory to a spin-off. 
The latter reasoning is that Washington may enact restric- 
tive legislation and CBS-TV is getting its house in order. 
The division headed by Jones would, of course, be the one 
spun-off. 


Helene Curtis Emphasis in Tv 

Video will probably get the major share of $1 million 
earmarked to be spent by Helene Curtis Products, Inc., 
over the next three months. Saturation spot schedules for 
Enden Dandruff Treatment Shampoo will supplement cam- 
paigns on the company’s three network programs. Print 
media will also be used by the Curtis agency, Edward H. 
Weiss & Co., Chicago. Vice president Jack Bard is the 
media director. 


JWT Set Count 

J. Walter Thompson is updating its set-circulation figures 
to take into consideration the boost in number of tv 
receivers always apparent around the first of the year. 


Paar May Star 

Program executives at NBC-TV are considering the use 
of Jack Paar to star in several of his own spectaculars, per- 
haps beginning in late spring or next fall. Other program 
ideas have been weighed that wou!d employ Paar’s talents 
on a weekly basis in a prime-time period, but they have 
been found wanting because he could not continue his 
present late-night show. His current list of clients would, 
of course, get first chance to buy Paar’s spectaculars. Pre- 
liminary talks with them have been going on. 


Test for ‘SEP’ 

What is referred to as “test” schedules are being set for 
The Saturday Evening Post in several major markets (New 
York not included). Both day and night spots will begin 
next month for 52 weeks. The number of commercials per 
week will vary. Cliff Suter of Batten, Barton, Durstine & 
Osborn, Inc., is the account executive. 


Foreign Film Sales 

CBS Tv Film Sales is now getting more than 20 per 
cent of its business from foreign countries. Biggest share 
of this, of course, comes from Great Britain. but other 
countries are gaining in their contributions to the total. 


New GM Plans for ‘WWW’ 


General Motors has some different plans for its Wide 
Wide World sponsorship next season on NBC-TV. The 
automotive client would like to cut the present hour-and-a- 
half show on Sunday afternoons to an hour, and present 
it 5-6 p. m., instead of 4-5:30. Also desired is a cut in 
the number of shows to be presented. General Motors wants 
to offer 16 shows, instead of 20, as it is doing this season. 
The client is very pleased with the reception of the program 
this season, and a renewal is expected, if NBC-TV meets 
the sponsor’s wishes. 


Separate Staff for Paramount Features 

MCA TV is planning a sparate sales staff to handle sales 
of its Paramount features. While definite plans for their 
sale have not been revealed, an announcement is expected 
to be made shortly. 


Mattel Tv Budget 

An even $1 million is the ad budget for 1958-59 for 
Mattel, Inc., Los Angeles. Video gets a major share of the 
expenditure with the toy manufacturer and ABC-TV re- 
cently signing the sponsorship pacts on Mickey Mouse Club 
and the net’s action-adventure juvenile serials. The con- 
tracts run from October of this year to December, 1959. 
Mattel became the first toy sponsor of a national tv show 
when it joined the Mickey Mouse series in 1955, upping 
its previous annual budget of $150,000 to near one-half 
million. Sales in the past few years are up 140 per cent. 
Carson/Roberts/Inc., Los Angeles, handles the account. 


Belt Tightening 

More than 30 people have been discharged at BBDO, 
New York, as part of what an agency spokesman describes 
as a “consolidation program which began last summer.” 
In the most recent wave at least 17 media personnel have 


> 


been caught in the “belt tightening.” 


$1.5 Million for Pabst and Hoffman 

A spot campaign described as the “largest ever placed 
on a single station in New York” begins March 30 with 
saturation schedules on wrca-Tv for Pabst beer and Hoff- 
man soft drinks. Minutes, 20’s and ID’s will be used around 
the clock with $114 million noted as the gross value of 
the first six months of announcements. Grey Advertising 
Agency, Inc., arranged the schedules. 


March 24, 1958, Television Age 


29 














nley Holloway all 
ica wanted to see in “My 
air Lady”... Vivien Leigh, 

Stewart Granger, Kim Hunter, 
David Niven, James 


IN WHICH 


THE MAN IN GRAY 20 great pictures — every one 


outstanding production 














THE BLUE LAGOON 
IVORY HUNTER 


TIGHT LITTLE IS 


This One .is a Buy 
from Bangor to Butte, and 
across the nation. “Has what 
it takes for local box-office” 
the way Variety put it. 


TORIOUS G 











THE MAD, HE SEVEN 





STAIR EAVEN 


PORTANCE OF BEING 








package is going to move 
p speed of light... 

DO ay your reservation. 
Call 6 2 immediately. 


E WOMAN IN QUESTION 





ABC FILM SYNDICATION, tnc. / 1501 Broadway, N.Y. 36 / LAckawanna 4-5050 
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Business barometer 
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Network billings were the only one of the three divisions of tv business that 
Showed an increase in December. Even that increase was relatively small. 





In December network television billings showed an increase of 0.5 per cent over 
those in November. 





While this increase was smaller than that in previous years, it came directly 
following the unusually large increase in November. 





Looking at the two months together over a period of the last four years, one 
finds the following: 





In 1954 network billings were up 4.6 per cent in November and 2.9 per cent in 
December. In 1955 the 
gain in November was 
5.5 per cent and that 
in December was 1.9 
per cent. 





NETWORK BUSINESS 


Dee. Jan.57 Feb. Mar. April May June July Aug. Sept. Oct. Nov. Dee 

In 1956 billings for network 
were up 2.5 per cent 
in November and 2.9 
per cent in December. 




















1956-57 











This past year, 1957, 100 
network business was 95 
up 4.8 per cent in 90 
December. A = 
Taken over-all, it would ap- 75 
pear that the gains in 10 
1957 were about equal, a os 
percentagewise, to | 60 
those in 1955 and ss 
1956. The gains in | j+ 30 
1954, of course, were | |+ 45 
slightly larger. ” 


But_when these percentage figures are applied against actual billings, it is 
easy to see that the 1957 gain was larger than any of the others, since 
the base against which the percentage is applied has grown each year. 





TELEVISION AGE has estimated 1957 total network revenue from time sales was 
$420.7 million. The FCC has reported from official figures that the 1956 
network revenue was $367.7 million and that for 1955 was $508.9 million. 





This larger base would make a 5.3-per-cent increase for November and December 


1957 a greater amount of money than the 5.4-per-cent increase in 1956 
or 1955. 





The Business Barometer report is based on figures sent in by stations of every 
size in all parts of the country. These reports are made to Dun & Brad- 
street. They prepare percentages which are furnished to the editors of 
the magazine. 





The biweekly reports are prepared by the editors of TELEVISION AGE with the 
assistance of their advisors. A monthly percentage gain and loss for 
each of the three television categories and extending back for a period 
of more than four years may be found in the TV AGE Yearbook. 





A report on the January local and spot billings will be included in the April 


7th issue of TELEVISION AGE. 
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Henrietta sees Red 
and puts a $1,000,000 film library to work! 


Timebuyer Henrietta Hickenlooper picks WJAR-TV because WJAR-TV has 
a corner on quality feature films in the Providence market — the cream of the 
crop from 20th Century Fox, Warner Brothers, Selznick, MGM, RKO, Colum- 
bia, United Artists! 






LE 
~ In the PROVIDENCE MARKET 


. we WJAR-TV 


1s cock-of-the-walk 
in feature films! 


a 


So ae Re IT 


CHANNEL 10 - PROVIDENCE, R.I - NBC-ABC - REPRESENTED BY EDWARD PETRY & CO., INC. 
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Opinions differ on videotape effect .... page 33 
More tv film for Hollywood studios . . . . page 33 
Advertising—new theme for programs . . page 35 


Tape Commercials 
What will be the effect of videotape 


on the film-commercial production in- 
dustry? Opinions vary widely on the 
new medium, with advertising-agency 
producers believing its widespread use 
will be reached in anywhere from two 
to 10 years, that it will supplement 
photographic film, or replace it alto- 
gether, and that it will cut production 
expenses greatly, or not affect them at 
all. Rounding up the differing opinions 
which are amplified at greater length 
in this issue’s lead film story (see page 
39), we find tape has a definite, albeit 
confusing, future: 

Christian Valentine, Jr., McCann- 
Erickson, Inc.—“We’ve used tape in 
experiments . and are very inter- 
ested in its potentialities.” 

Agency spokesman, Young & Rubi- 
cam, Inc.—“Tape will not greatly affect 
the filmed-commercial business. It will 
be used chiefly to replace the live com- 
mercial. Quality and special effects 
obtainable only in film will guarantee 
its use for at least 10 years.” 

Fred Raphael, J. Walter Thompson, 
Inc.—“Tape will enable artists and 
writers to play an important part in 
the actual production adding 
creative ideas continually and getting 
the most perfect result.” 

Hoyt Allen, Benton & Bowles, Inc.— 
“Tape won’t come into general use for 
two to five years, but might eventually 
replace film completely.” 

Robert T. Richardson, Leo Burnett, 
Inc.—“Creative ideas will be used to 
produce similar or better effects on 
tape as now are done on film. Televi- 
sion is an electronic medium, and it’s 
only natural that photography should 
be done electronically for it.” 

Frank Brandt, Compton Advertising, 
Inc.—“The various unions’ claims to 
jurisdiction over tape must be settled 
before any prediction can be made as 


to its general use.” 

Roger Pryor, Foote, Cone & Belding, 
Inc.—“Photography as it’s known to- 
day may become obsolete for video 
commercials. Film producers will enter 
tape-filming to survive and prevent the 
networks from controlling the major 
share of the film-production field.” 

Joe Forest, William Esty Co., Inc.— 
“Tape’s advantages are considerable, 
and I hope film producers invest in 
tape equipment. I doubt that costs will 
be lower—the equipment is expensive, 
and the medium has problems which 
must be solved before it can be used 
in volume.” 

The latest word from Ampex is that 
three New York film production com- 
panies have ordered tape equipment 
and another dozen are “vitally in- 
terested.” A recent count showed the 
recording company had shipped 69 
tape units out of an initial order of 


100. 


Paramount Production 


Paramount Pictures, the last of the 
Hollywood film producers to unload 
pre-’48 films on the tv market, an- 
nounced this month that it would go 
into tv film production—thereby firm- 
ing a trend. Already in: Columbia, 
Warner Bros., 20th, MGM, Republic, 
etc. 

What is to become of already great- 
ly curtailed theatrical-film production 
and exhibition? It seems safe to pre- 
dict that in 10 years the major produc- 
tion of major studios will be for tv. 
They will be doing what comes nat- 
urally after close to 50 years—assem- 
bly-line entertainment for the mass 
audience. 

Theatrical productions in the future 
are apt to come mainly from foreign 
studios and independents in the U. S. 
Exhibition is likely to be limited to 
art and special theatres and neighbor- 





PAUL RAIBOURN 
.. . key man in Paramount tv .. . 


hood movie houses that are high on 
community service. 

Paramount’s announcement that tv 
productions will be limited to its Sun- 
set Studios (bought a few years ago 
from Warner Bros.) is perhaps a 
euphemistic bow to exhibitors. As one 
industry man put it, “If you visited 
Paramount’s main studios tomorrow. 
you would probably see two features 
on the set and nine-and-a-half acres of 
empty space.” 

Paramount’s current plans call for 
production and ownership of the tv 
properties. The studio also says it will 
back producers who have sound story 
properties but lack production funds. 
Paramount, of course, has been back- 
ing independent motion-picture pro- 
ducers, as have several other studios. 

Properties under consideration for 
tv production include the theatrical 
properties Perils of Pauline, Conquest 
of Space and Shane. The latter, one of 
the company’s big feature hits in re- 
cent years, is being considered as a 
western series for tv. 

Heading up tv production activities 
will be Y. Frank Freeman, currently 
vice president in charge of Paramount 
Studios. He has been named president 
of Paramount-Sunset. 

Paradoxically, Paramount was prob- 
ably the first producer to enter ty at 
the station level (MGM now has part- 
nerships with a few tv outlets). Back 
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OW 
A LOCO- 
MOTIVE 
LIKE ATV 
FILMP . 


Who knows? all we do is produce the finest films of all types, to fill your every need: 
animation? positively ! live action? sure! spots, industrials, institutionals? absolute ! 


SHAMUS CULHANE PROD. INC. 
207 east 37th street n.y.c. mu. 2-6812 
6226 yucca ave. hollywood, calif. ho. 4-1128 


we are proud to have produced the animation for “AROUND THE WORLD IN 80 DAYS,” 
and for the bell telephone tv science series, “MYSTERY OF THE COSMIC RAYS,” “HEMO 


THE MAGNIFICENT,” & “THE UNCHAINED GODDESS.” 
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in tv’s experimental days, the company 
owned and operated wBKB Chicago. 
During World War II the station was 
used to train Navy radar students. 

The company still owns station KTLA 
Los Angeles, International Telemeter 
Corp. (the community antenna system 
of toll tv), a substantial interest in Du 
Mont and financial interest in the one- 
gun Lawrence color tube. 

Paul Raibourn, a Paramount vice 
president, is, and always has been, the 
key man in the company’s tv activities. 


Ad Programs 

There are indications that advertis- 
ing will soon challenge the western as 
a programming staple—at least in the 
New York market. 

Chiefs Madison Avenue 
have become almost 
visitors to Night Beat, the WABp-TV 
interview show—Messrs. Fatt of Grey 
of BBDO being out- 
standing examples. 

And earlier this month Martin Mayer 


from the 


tribes chronic 


and Foreman 


appeared on the same show to discuss 
his book, Madison Avenue, U. S. A. 

Another New York station is report- 
edly about to program an Advertising 
Magazine of the Air. It will be a 
Sunday-night offering beamed at the 
ad executive in his suburban lair. 

Then there was the Sunday discus- 
sion group recently on WRCA-TV. Martin 
Mayer, again, and critic Gilbert Seldes 
and David Ogilvy of Ogilvy, Benson 
& Mather got together with moderator 
Richard D. Heffner to probe Madison 
Avenue customs and mores. 

The advertising show, like the west- 
ern, has a formula—good guys and bad 
guys—and, like the old west of today’s 
tv, dabbles occasionally in psychology 
and motivations and philosophies that 
are one cut above Ma Perkins. 

The 
group appeared on The Open Mind. 


above-mentioned discussion 


It makes a fine example, being right 
on the ad-show formula. 

Called Madison Avenue—A Critique, 
the program began with an investiga- 
tion of recent criticisms—Mudison 
Avenue . . . “Svengalis of the super- 
market,” and so on. 

Host Heffner launched the matter 
by asking Mr. Seldes why advertising 
has become more or less of a dirty 
word. 


Said the critic, who has somewhat 


joined the Svengalis by writing a col- 
umn for Tide magazine: 

“Well, I think if it has, it is a singular 
tribute to the power of the intellectuals. 
I do not believe it is true. I believe 
that the dirty-word effect about adver- 
tising and Madison Avenue is limited 
to a small number of people. I do not 
think they are so effective. I think the 
average person thinks that advertising 
is just great. He reads it without 
thinking about it at all. 


“Now I can tell you, I can take a 
guess as to why advertising is con- 
sidered below standard by the intel- 
lectuals. | would make a guess because 
it is psychological. I think that adver- 
tising is not addressed, with very few 
exceptions, to the intellectuals. The in- 
tellectual feels out of it and he resents 
it. and he then makes advertising a sort 
of scapegoat for a great many other 
things. The intellectual is by nature 
critical. He does not accept the present 
status of anything. It is his business to 
undermine, and as advertising does 
build up the present very much—it 
would be a new product, it would be 
the same social system, etc.—the intel- 
lectual says, ‘foo’ on this. This has not 
got the quality. This has not got the 
intellectual stamina that a play by 
Arthur Miller has. And I think coming 
from that, the reason intellectuals have 
despised advertising and spread this 
gospel is that they do not recognize 
it as a great form of education; and 
as I treat it myself, I am only interested 
in it as an art, as something that 
entertains and amuses me, and some- 
times, as the phrase goes, sells me.” 

Mr. Seldes added that in his series 
for Tide he was being strictly esthetic 
—art for art’s sake—“The advertiser 
is art for sales’ sake, but I have put 
aside my moral feelings.” 

Author Mayer was next up. Mr. 
Heffner asked, “Well, let me ask Mr. 
Mayer whether he thinks that the criti- 
cism that is usually leveled against 
advertising is on an esthetic plane or 
whether it is moral, the advertisers are 
subverting our standards, they are 
doing things to us that we don’t want 
done to us, etc.?” 

Mr. Mayer: “I think it is both. I 
think that the esthetic plane is very 
common and is what is most offensive 
to the people who do the criticizing. 


(Continued on page 104) 


ANOTHER 
Here’s Proof of Continuing 


LEADERSHIP’ of Channel 13 
in WREX-TV land! 


ALL 15 of TOP 15 Shows 


23 of TOP 25 Shows 
32 of TOP 40 Shows 
48 of TOP 62 Shows 
11% of TOP 62 Shows 
ON WREX-TV 
* Based on Amer. Research Bureau 


Survey conducted Dec. 1 thru Dec. 7, 
1957 


CBS-ABC Network Affiliation 
represented by H-R Television, Inc. 
4. M. Baisch, Gen. Mgr. 
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Five Runs? 





iS * 


\merican Legend...80 programs 


ax VY 
LITTLE 
MARGIE 


174 stations have made tremendous profits with strip 
programming! Even in its fourth, fifth, sixth — or seventh run, 
“My Little Margie” has topped leading network, syndicated 
and local shows...a top money-maker for every station 

that has bought it. 126 sparkling episodes available. 


Ratings prove “My Little Margie” is still No. 1° 


Houston-Galveston . . . 6:00 PM ... 23.8 A.R.B.... 5th Run 
Against “World At Large” / ““Newsreel” Av. 14.7, 
“TV News” & “ABC News” 11.2 


New Orleans ... 4:30 PM... 22.1 A.R.B. ... 4th Run 
Against “American Bandstand” 12.4, “Four Most Features” 8.1 


St. Louis .. . 4:30 PM... 18.2 A.R.B.... 4th Run 
Against “Gil Newsome” 3.7, “Do You Trust Your Wife?” 3.5 


Birmingham . . . 5:00 PM... 18.3 A.R.B. ... 3rd Run 
Against “Fun at Five” 12.0 


Buffalo . . . 10:00 AM .. . 13.5 A.R.B. .. . 4th Run 
Against “Garry Moore” 6.1, “Arlene Francis” .7 


Call the leader REPRESENTATIVES: 
in strip programming Atlanta + Atwood 9610 
Beverly Hills * Crestview 6.3528 
Chicago * Dearborn 2-5246 
Cincinnati « Cherry 1-4088 
Dallas * Emerson 8-7467 
Fayetteville + Hillcrest 2-5485 
Ft. Lauderdale + Logan 6-1981 
OFFICIAL FILMS, Inc. / Minneapolis + Walnut 2-2743 


25 West 45 St., New York San Francisco * Juniper 5-3313 
PLaza 7-0100 St. Louis * Yorktown 5-9231 
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(Advertisement) 


T.V. spot editor 


A column sponsored by one of the leading film producers in television 


SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


This 60-second commercial sells Camay Soap by transforming an ordinary bath into 
a fabulous experience. The setting takes the viewer from reality into the world of 
luxury—where cares are forgotten. Unhurried voice-over matches the mood; beautiful 
product shots never interrupt the pace. Seemingly relaxed sell! Produced by SARRA 
for THE PROCTER & GAMBLE COMPANY OF CANADA, LTD., through THE 
F. H. HAYHURST CO LIMITED. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Prime examples of the product-in-use technique! Everyday situations—everyday mis- 
haps like spills on the floor—prove in these 60-second commercials that Johnson’s 
Stride is “the wax you don’t have to re-wax every time.” By actual demonstration they 
ease, rather than urge, the viewer into buying Stride the very next time she shops. 
Produced by SARRA for S. C. JOHNSON & SON, INC., through NEEDHAM, LOUIS 
and BRORBY, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Lively and believable, this series of commercials for Alps Brau Beer are really fun to 
watch. Bavarian dancers! Skiers zooming down Alpine slopes! Attractive people every- 
where enjoying Alps Brau Beer . enjoying the jingle sung by a real Bavarian 
barmaid. An unusually good combination of casting, continuity and music that sells as 
forcefully as it entertains. Produced by SARRA for CENTLIVRE BREWING CORP. 
through GRANT ADVERTISING, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


There'll be no doubt in your mind that babies are still the #1 attention getter when 
you see this series of 60-second spots for Pet Milk. Babies yawn and fall asleep . 

but the audience doesn’t! Even a bachelor would find the situations appealing. Official 
doctors’ formulas are written out to give authenticity to correct infant feeding. Pro- 
duced by SARRA for PET MILK COMPANY through GARDNER ADVERTISING 
COMPANY. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 








Television Age 


MARCH 24, 1958 





Selling impact 


Ten top agencies spent 


$30 million last year 


on filmed commercials 


L ittle more than a decade ago, an average tele- 
vision commercial consisted of lining Camera 
One on a toothsome young man who smilingly 
read the cue cards while Camera Two stood ready 
to air a package close-up. It was a simple, rel- 
atively inexpensive process. 

It wasn’t long, though, before each commer- 
cial began to look strikingly similar to the ones 
preceding and following it. Packages changed, 
brand names changed, but Cameras One and Two 
and the smiling young man remained. And, as 
more and more markets evolved along the video 
chain, the problems of finding suitable announc- 


ers and of controlling the quality of individual 





commercials appeared. 

The filmed announcement was the logical solu- 
tion. On film, ingenuity could be fully utilized 
to make a commercial fresh and original. Re- 
takes and careful editing could be used to in- 
sure perfection in quality. Also important, the 
York or 


California, would be constant, retaining the same 


commercial, whether viewed in New 


sales impact everywhere. 

Thus, the film commercial industry began 
and grew—until last year 10 of the most im- 
portant advertising agencies (in terms of video 
billings) spent approximately $30 million on 
filmed commercials. 
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Action! Campbells Frozen Soups film rolls for Leo Burnett Co., Inc. 


40 


Along with great yearly increases 
in expenditures for telefilm announce- 
ments have come entirely new de- 
partments in the leading agencies— 
departments headed by what Frank 
Brandt, vice president in charge of 
film commercial production at Comp- 
ton Advertising, Inc., describes as “a 
whole new breed of men.” These are 
the agency film producers, who, in 
Mr. Brandt’s words, “must wear many 
hats. They must know film, have an 
artistic sense or background, be copy- 
writers, have a sense of color, pvos- 
sess good taste, and be diplomats 
capable of representing the agency 
in many fields.” 

Following is an agency-by-agency 
account of how the youthful film- 
production departments 
within their respective 
of individual film problems and soju- 


operate 
companies, 
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tions, and information as to the share 
of that $30-million expenditure con- 
trolled by each agency. 

Using the last published figures 
available, McCann-Erickson, Inc., 
showed television billings of more 
than $91 million for 1957, including 
all network and local spot time. In 
filming commercials for approximately 
24 separate advertising titans such as 
Coca-Cola, Chesterfield, Bulova and 
Esso, the agency spent more than $3 
million in 1957. 

The production department at the 
agency numbers about 35 people. Of 
these, nine are film producers, while 
seven persons work on live commer- 
cial production. A series of seminars 
is currently being conducted to pre- 
pare each producer to handle both 
live and filmed announcements. This 
“integration” program is expected to 


be completed within a few months. 

Film production is a part of what 
the agency calls its over-all “creative 
The department is not 
staffed with its own artists and copy 


division.” 


men, but uses personnel from the reg- 
ular agency talent pool. Some mem- 
bers of the art and copy departments 
specialize in film, some in print and 
other media. Here, also, a program 
of seminars is under way to groom 
the talent 


for work in all media. 


McCann-Erickson believes this policy 


will result in greater flexibility, afford- 
ing a more complete use of individ- 
ual talents and generally 
production. 


speeding 


In preparing a filmed commercial, 
the creative activity that goes into 
the storyboard is done at the agency 
in a series of consultations between 
the writer, the art director and the 











film producer. In rare instances, an 
outside art studio may be called upon 
to furnish an elaborately refined story- 
board for a final okay from the client. 

Once the storyboard is completed, 
agency policy necessitates obtaining 
three competitive bids from the con- 
tract producers. In 1957 McCann 
used the services of 55 individual 
production companies in New York, 
Hollywood and points between. The 
agency estimates that the bulk of its 
film work, however, went to six-nine 
major production companies. 

After a bid is accepted, rather than 
begin shooting immediately from the 
storyboard, the agency film producer 
meets with the contract producer 
and the cameraman who will work 
on the film. The three then draw up 
a “shooting board.” It is in the prep- 
aration of this final plan that the film 
company is encouraged to submit 
ideas for technical improvements and 
short cuts that will improve the qual- 
ity of the film or create economies. 

“We believe you can’t make quality 
commercials sitting in an office,” says 
Christian Valentine Jr., director of 
tv-radio commercial production at the 
agency. Explaining that consultation 
with the production companies is vital 
for top-grade films, he states that, in 
a few isolated instances, “a produc- 
tion company of noted ability—one 


which has done excellent work for 
us in the past—has been invited at 
the client’s and agency’s request to 
sit in on the preliminary storyboard 
conferences.” 

McCann-Erickson plans on four to 
five weeks of actual production time 
after okay of the storyboard. An 
“average” one-minute black-and-white 
film is roughly estimated at costing 
$5,500. An animated film of the same 
length would ordinarily cost about 
$7,500. Actual costs vary, depending 
on the quantity of commercials which 
utilize the same actors and sets, with 
special effects, soundtracks,  etc., 
adding to the price. 

Color is looked upon with great 
interest by the agency, which esti- 
mates that about 10 per cent of its 
recent production has been in the tint 
medium. 

Distribution of commercial films to 
the various stations throughout the 
country is handled by an 
source which 


outside 
prepares, checks and 
prints as instructed by the 
agency’s film-exchange department. 
McCann producers are responsible for 
each film through the final approved 
“answer print.” The contract distrib- 
utor is then called in to free the 
staff for other 


issues 


agency work on 
accounts. 


Mr. Valentine stated that the agency 


is “very interested” in the potential- 
ities of videotape for commercial pro- 
duction. “We have already used tape 
on some experimental commercials 
for Westinghouse and Chrysler,” he 
said. “We're awaiting the arrival of 
more equipment in New York for 
further testing.” 

Interestingly, the relationship of 
film expenditures to over-all television 
billings fluctuates somewhat erratically 
from agency to agency. Purchases of 
several network spectaculars by an 
agency can cause a considerable in- 
crease in total billings while not 
affecting film expenses. 

Such a situation appears when the 
McCann-Erickson figures are compared 
with those of Young & Rubicam, Inc. 
Where the published McCann statis- 
tics show a $91-million billing total 
and about a $3-million film expendi- 
ture, the 1957 Y&R billing was pub- 
lished at $85 million, while the com- 
pany’s film costs are placed at an 
estimated $314-4 million. 

Twelve film producers work out of 
the Y&R commercial-production de- 
partment. The company has no sep- 
arate film department as such, its 
creative storyboard staff being con- 
sidered as part of the over-all copy- 
creative department. Specialists in art 
and copy for film work independently 
of the space artists and writers. 


JWT’s Larry Goldwasser (right) watches Ed Sullivan rehearse Kodak film. 








ns 





Martha Wright did Y & R film series 


MPO director Joseph Kohn checks BBDO Hit Parade actors 


The agency currently prepares 
commercial films for approximately 
30 advertisers making 85 separate 
products. Among them are General 
Electric, General Foods and the Bor- 
den Co. Last year the agency used 
about 40 film-production companies, 
choosing them according to the tech- 
nical requirements, schedules and 
budgets on each film. 

Storyboards are prepared within 
the agency, usually beginning with 
the copy department and completed 
under the direction of the art directors 
and producers. Suggestions are wel- 
comed from the contract producer, but 
only after the job has been let for 
bids and assigned. An agency spokes- 
man stated that no help from the 
production companies is solicited be- 
fore completion of the storyboard. 
Acceptance of a producer’s creative 
idea during the creative period would 
virtually necessitate that producer 
being given the job. This would de- 
stroy the agency’s policy of obtaining 
competitive prices for its clients. 

An eight-week schedule is usually 
considered necessary to prepare the 
script and storyboard, to get the 
client’s approval, make revisions, con- 
sider quotations, film and edit the 
commercial to the answer print. The 
agency has prepared complete films 
within four days, but the commercials 
were fairly simple. An animated film 
is usually figured for six-seven weeks 
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of production time, plus a four-week 
period for storyboard preparation. 

The agency maintains a_ seven- 
person film quality-control depart- 
ment in Hollywood and New York, 
in addition to a staff which handles 
film distribution. There have been 
attempts at using distribution firms 
outside the agency, but a spokesman 
stated that preparation of orders and 
labels, delivery of films between the 
labs-agency-distributor and unavoid- 
able delays made a completely inter- 
nal operation seem more efficient. 

After the agency producer has ap- 
proved the answer print, the quality- 
control personnel take over. This de- 
partment keeps track of scheduling, 
of which commercials appear in which 
programs. Program producers are 
contacted and individual specifications 
obtained as to their requirements— 
magnetic or optical soundtracks, etc. 
These producers are supplied .with 
35mm prints meeting their specifica- 
tions to cut into the finished program 
film. This operation is supervised by 
an agency man working with the 
producer. 

Duplicate prints are checked by 
agency personnel at the laboratories 
as they are processed and often air- 
checked again at the agency offices. 
Careful attention is paid to openings, 
scenes preceding and following each 
commercial and the closing scenes to 
insure the film’s being of uniform 





quality throughout. 

Color is being used by the agency 
primarily in films for its larger net- 
work advertisers only. Often a com- 
mercial is filmed in both black-and- 
white and color at the same time, with 
the color print shelved for possible 
future use. 

According to an agency spokesman, 
“the electronic industry must set color 
standards for the film companies to 
follow. With the present indefinite re- 
quirements, it’s too often that the film 
is blamed for a bad signal.” The 
agency has carried on extensive color 
testing at its own expense in network 
studios. 

A company executive did not believe 
videotape would greatly hurt the film 
commercial. Tape, he thought, would 
be used to replace the present live 
commercial and would free studios 
and talent for continuous production 
at reasonable hours. On the other 
hand, it was noted that quality ob- 
tainable only in film at present— 
technical effects, special lighting, etc. 

-would mean a continuation of film 


“at least the next 


commercials for 
10 years.” 

At J. Walter Thompson, Inc., Fred 
Raphael, business manager of the tv- 
film department, placed the agency’s 
total gross expenditure for film com- 
mercials last year at just under $4 
million. The agency bills more than 
$80 million in video annually. 


Amsterdam’s Joop Geesink studios prepare Ballantine Ale films for William Esty 


— 


pe332223 


Twenty film producers work on the 
accounts of 23 advertisers and their 
divisions, including such names as 
ford, Eastman Kodak, Sylvania and 
Scott Paper. In addition to actual 
film-production duties, several of the 
producers double as artists and 
copywriters. 

Here, too, the agency prepares its 
storyboards internally, accepting ideas 
and changes from the contract pro- 
ducer only after consultation. Three 
estimates are requested on all films 
before they are let for production. 
As the storyboard and script have 
usually been okayed and revised many 
times before bids are requested, they 
are considered relatively final. For 
this reason, suggested changes from 
the production company must be ex- 
tremely valid before additional time 
and money can be expended. 

The average film calls for a four- 
to six-week production schedule, but 
the agency filmed the Ford victories 
in the Daytona, Fla., automobile events 
last year and had completed commer- 
cials on the air within three days. 

Although 14 film-production com- 
panies received the major share of 
JWT business last year, a total of 48 
different producers was used. The 
agency places the average cost of a 
one-minute live-action film at about 
$4,000, with full animation figured 
at about double the cost. 

Mr. Raphael stands firmly con- 
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B & B producer Max Bryer checks Borden’s Fury script. 


vinced that videotape will play a major 
part in commercial production in the 
very near future. “It is a great con- 
tribution to the creative staff,” he 
stated. “Taping commercials will en- 
able the artists and writers to play 
an important part in the actual film- 
ing. They'll be able to make changes 
and revisions immediately, while ac- 
tors and sets are standing by. With 
present film techniques, when the 
creative staff sees the finished com- 
mercial and realizes it’s not what was 
visualized at the start, it’s often too 
late to do anything about it.” 

On the recent increases in talent 
costs requested by the Screen Actors 
Guild, Mr. Raphael was in agreement 
with a number of other agency ex- 
ecutives who believe rising costs must 
be met by greater economies in film 
planning and production. One official, 
Bernie Haber, heading the commercial 
film production at Batten, Barton, 
Durstine & Osborn, Inc., noted that 
when previous increases were granted 
several years ago, a tendency to do 
more creative work before production 
seemed to result in a more efficient 
use of talent. 

Mr. Haber advanced a figure of 
$1,750,000 spent by the BBDO New 
York office for filmed commercials in 
1957. In addition, the agency’s west- 
coast office listed almost the same 
figure, making a total expenditure of 
about $314 million. Total video billing 
was $71 million. 

Telefilms are produced for 34 dif- 
ferent agency clients, including U. S. 
Steel, General Electric, Lever Bros., 
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Bristol-Myers, Coty and Campbell’s 
soups. 

On the agency staff are 12-15 pro- 
ducers who work with approximately 
15 production companies _ steadily. 
“We know the abilities and techniques 
of each producer,” said Mr. Haber, 
“and use the best-qualified one for 
each film.” 

The agency has, besides its produc- 
tion staff and assistants, another 15 
persons who prepare the storyboards. 
When asked if producers and anima- 
tors could implant their own creative 
ideas in films, Mr. Haber replied 
affirmatively. “That’s why we use the 
best,” he said. “We definitely appre- 
ciate originality and technical ideas, 
and expect more from our production 
companies than their merely filming 
our storyboards.” 

Most commercials created by BBDO 


are produced on a four-to-six week 
schedule. “We’ve made some in three 
days,” said Mr. Haber, “and some 
have taken 10 weeks and longer.” 

Cost of an “average” commercial was 
pegged at about $3,500. A few years 
ago, it was noted, several films were 
made at a cost of only about $900 
each, but such instances are extremely 
rare. It was pointed out that a large 
number of “new” films consist of re- 
filming a section of a previous com- 
mercial and editing the revised portion 
into the original film. Naturally, such 
commercials are less expensive than 
entire new films. 

The traffic department at the agency 
handles the major part of film dis- 
tribution. Some outside services are 
used when the service distributes a 
program film in which the commer- 
cials appear. In these instances, the 





Commercial Film Costs 
Agency 


McCann-Erickson, Inc. 
Young & Rubicam, Inc. 

J. Walter Thompson, Inc. 
BBDO 

Ted Bates, Inc. 

Benton & Bowles, Inc. 

Leo Burnett, Inc. 

Compton Advertising, Inc. 
Foote, Cone & Belding, Inc. 
William Esty Co., Inc. 


TV Age estimates 





at 10 Top Tv Agencies 
Tv as. — 
1957 
$91,000,000 $3,000,000-+- 
$85,000,000 $31%4-4,000,000 
$80,000,000 $4,000,000 
$71,000,000 $3,500,000 
$69,000,000 $3,250,000 
$51,000,000 $3,000,000 
$43,000,000 $2,000,000 
$40,000,000 $2,250,000 
$33,000,000 $13, -2,000,000 
$32,000,000 $2,000,000 














agency supplies the distributor with 
commercial films to be shipped along 
with the program films to the stations. 

Color is used in the filming of 
announcements for six or eight BBDO 
clients. Generally, Mr. Haber said, the 
films are used in network programs, 
but a few have been run as spot 
announcements. 

Ted Bates, Inc., has a film-produc- 
tion operation basically similar to those 
of most of the agencies reviewed. Nine 


film producers working under a single 


production supervisor handle commer- 
cials for such companies as Colgate- 
Palmolive, Standard Brands, White- 
hall Pharmacal, M & M candies and 
Brown & Williamson, among others. 

The agency’s total video billing for 
1957 was $72 million, with film ex- 
penditures placed between $314 and 
$4 million. Although the actual num- 
ber of advertisers using film commer- 
cials is relatively small in comparison 
with the accounts at some agencies of 
similar size, the many products made 
by the concerns necessitate a huge film 
production. 

In creative action, the storyboard is 
achieved through close coperation of 
the copy and art departments working 
with the film producer. The film de- 
partment draws upon the agency’s 
regular art and copy staffs for talent, 
with some specialists working only in 
film. It was emphasized that the film 
producer is part of the creative team 
practically from the beginning of work. 

A large number of production com- 

(Continued on page 92) 


Bill Workman, Compton producer, rehearses Ivory Flakes action. 
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Official Films’ Decoy stars Beverly Garland 





Tugboat Annie is a TPA syndication 


Opportunity unlimited 


Season ahead offers syndicators 
chance at larger portion 


of television pie 
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HE coming season will in all like- 

lihood provide syndicators with 
their greatest opportunity to step in and 
carve themselves a larger portion of 
the tv pie. Not only are station sales 
expected to boom, but national adver- 
tisers are also expected to be shop- 
ping the syndicated marts, both for 
local and network programming. 

The season will, of course, contain 
risks. Supply may outrun demand as 
it has in the past. A considerable num- 
ber of programs is already being de- 
veloped. Next fall should naturally see 
numerous network reissues being of- 
fered to stations and advertisers be- 
cause of the large number of cancela- 
tions there are expected to be. On the 
pilot front, however, most distributors 
are proceeding cautiously. Neverthe- 
less, if production of new tv film shows 
for syndication soars, the concomitant 
oversupply of programming could hurt 
sales and depress prices. 

What are the factors that make the 
potential so great for syndicators this 
season? As the years go by and more 
and more shows produced by syndica- 
tors appear and succeed on the net- 
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works, their position as programming 
suppliers becomes further solidified, 
and their prestige increases along 
Madison Avenue. Such recognition has 
come this season for Ziv’s Tombstone 
Territory and has continued for Navy 
Log, a product of CBS-TV’s Film Sales 
division. Many other syndicators, in- 
cluding Sereen Gems, Television Pro- 
grams of America and Official Films, 
have duplicated such success. 

Secondly, the present state of the 
nation’s economy seems to be working 
out to the benefit of tv film distributors. 
Advertisers, at this time, are in no 
mood to overcommit themselves for 
network programs. They want to keep 
their purchases fluid and flexible and, 
above all, their costs low until they see 
how fast the economy reacts to the 
new measures that have been taken to 
revive it. Consequently, the large tv 
network advertisers are expected to 
buy less network programs next fall. 
Instead of purchasing three shows, 
they may buy two, and purchase an- 
other property from syndicators in 
from 15 to 25 key markets. 

R. J. Reynolds is already doing this 


From Union Pacific, CNP series ) 


for its Camel cigarette division, which 
has bought various programs from dif- 
ferent syndicators in about 30 mar- 
kets. Such a buying pattern, would, of 
course, leave the networks with more 
unsponsored time in their important 
evening hours. This again, might mean 
the purchase of more syndicated pro- 
gramming by stations to fill the open 
half-hours. 

The large number of program can- 
celations made by network sponsors 
and the inability of networks to find 
co-sponsors for many of their programs 
point up their weakened sales picture. 
Some of this business will, of course, 
be recaptured by next fall, but if the 
nation’s economy continues to manifest 
weakness, network sales are virtually 
certain to be sluggish during next 
season. 

One result might be that the mar- 
ginal time periods that the networks 
are now using would be returned to 
their affiliates. One such period—Tues- 
day 10:30-11 on CBS-TV—has already 
been returned. More are expected to 
be handed to stations. The Saturday 
10:30-11 p.m. time period on NBC-TV 


may go to the stations unless the Amer- 
ican Tobacco Co. decides to continue 
with Your Hit Parade, and the chances 
of such a continuation are rather slim. 
And if network sales become difficuit 
in the 7:30-8 time period, it is con- 
ceivable that a half-hour or so here 
may go to stations. On the plus side, 
the picture consequently is that syndi- 
cators will find stations with more time 
that needs tv film programming and 
more advertisers interested in their 
product. 

On the negative side, however, the 
probability is that several of the prob- 
lems that existed in the past will con- 
tinue to plague syndicators. Among 
these is co-sponsorship. A large num- 
ber of local advertisers continue to 
want identity in the form of their own 
programs. In spite of the success of 
co-sponsorship on the networks, these 
advertisers still resist that buying prac- 
tice. Banks, brewers and utility com- 
panies want their own shows and are 
willing to pay for them. There are, of 
course, other local advertisers, such as 
car dealers and supermarket chains, 
who will share their vehicles. In many 
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markets with a limited number of sta- 
tions the problem has grown to major 
proportions. Syndicators have found 
themselves with programs which have 
been half-sold for six months or more. 
Such a market is Providence. 

If more national advertisers go the 
syndication route, however, the prob- 
lem may be somewhat alleviated. They 
would naturally be very happy to co- 
sponsor. National clients who use 
syndicated programming to any de- 
gree are happy with co-sponsorship ar- 
rangements. Among such advertisers 
are Robert Burns cigars and Alka- 
Seltzer. 

Another major headache to most 
syndicators is selling the very small 
markets. For one thing, most of these 
markets cannot pay much for their 
film. For another, several of the net- 
works have made programming avail- 
able to them through such plans as the 
Extended Market Plan. One step that 
has been taken by many syndicators to 
meet the problem is to form economy 
divisions which can offer tv film in 
bulk. Ziv, with its Economic Division, 


was a pioneer. California National 


Productions recently formed its Victory 
Sales Division to share costs. Television 
Programs of America has a Thrift Di- 
vision. And virtually all syndicators 
are now set up for bulk sales. 

If the economy continues soft for the 
rest of this year, tv film distributors 
are likely to find selling local adver- 
tisers difficult. They too will be cautious 
and wary of heavy expenditures. Many 
of them may decide to buy spots in- 
stead of programs, some second runs 
instead of first, and some may want 
short-term instead of long-term con- 
tracts to give them advertising flexi- 
bility. Most certainly they will want 
more for less, more in the way of 
programming, promotion and_ sales 
results. 

While tv film distributors are likely 
to find stations with more time re- 
turned from the three major networks, 
National Telefilm Associates is making 
its move into big-time networking this 
year. It has asked its affiliates to set 
aside a “Big Night,” that is, one eve- 
ning for three of its half-hour shows 
and a feature, which would give it 
three hours of programming in prime 








time. Since most of the NTA affiliates 
are independent stations which use film 
shows, they will not need programs 
from other syndicators on the “Big 
Night” and, to that extent, their de- 
mand will be curtailed. 

Generally speaking, the same cate- 
gories of sponsors who have favored 
local tv films in the past will favor it 
again. One group of sponsors, how- 
ever, may make more intensive use of 
syndicated shows next fall. They are 
the local department stores which tra- 
ditionally rely. on print to sell their 
customers. Already blueprinted by sev- 
eral stations is a wrap-around com- 
mercial which will allow department 
stores to sell the family and thus to 
make the unit sell. Such a commercial 
would begin with showing the window 
display and use, as its major selling 
tool, the advertisement in the local 
newspaper. By relying on these other 
advertising media, it would save con- 
siderably in commercial costs. 

Prices for syndicated product, the 
trade believes. will remain pegged at 
where they are. Costs seem to have 
leveled out on a high plateau. Adver- 
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tisers, however, have come to realize 
that they must pay for what they get 
because there is no substitute for qual- 
ity. And generally syndicators have 
found that the good shows get good 
prices, while the bad ones cannot be 
sold cheap enough. 

What programs will be offered at 
mid-April at the National Association 
of Broadcasters convention, which tra- 
ditionally kicks off the new selling sea- 
son? The listing below is not meant 
to be definitive, but it does encompass 
most of the half-hour tv film programs 
that will be offered by syndicators at 
Los Angeles. Virtually all the first-run 
programs are in pilot form and will 
not be available before national adver- 
tisers and their agencies look at them. 

Here is the list: 

ABC Film Syndication: 
First run: One program unselected. 
Follow-up production: 26 Men. 


CBS-TV Film Sales: 
First run: Colonel Flack. 
Network reissue: Assignment For- 
eign Legion, plus at least one more 
program. 


(Continued on page 97) 


Lloyd Bridges in Sea Hunt, for Ziv 
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opinions 


First NBC Spot Sales 
panel finds agencyites 


Timebuyer 


divided on ratings 
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HE initial verdict of the “Time- 

buyer Opinion Panel,” inaugu- 
rated by NBC Spot Sales as a medium 
of expression for buyers of broadcast 
time on the theories, practices, chang- 
ing nature and increasing problems of 
timebuying, proves once again that 
ratings are of the stuff that makes 
horse races—at least in the difference 
of opinion that they evoke. 

Invitations to participate in the 
panel, along with the first question- 
naire—“On the Use of Ratings”—went 
to 1,200 timebuyers in large and small 
advertising agencies in every section 
of the country. The returns: 326 re- 
ceived prior to the tabulation cut-off 
date. Panelists were given their choice 
of sending back the questionnaires 
signed or unsigned; only 22 of them 
preferred anonymity. 

The results admittedly were not 
meant to be projected to the “total 
universe” of several thousand people 
engaged directly or indirectly in the 
purchase of broadcast time. NBC Spot 
Sales feels, however, that inasmuch 
as responses came from 225 agencies, 
including virtually all the major ones, 
the results represent an interesting 
reflection of current opinions and 
practices among an important segment 





indications 
and not conclusions.” 


ANN JANOWICZ 
Ogilvy, Benson & Mather. N.Y.C. 


“Ratings are 





of the timebuying fraternity. 

Some specifics are in order before 
getting to the panelists’ generalized 
views and comments on the use—and 
the validity—of ratings. And for a 
starting specific, the panel proffered 
the information that ARB and Nielsen 
are the leading rating services used 
in the buying of television, with both 
somewhat more likely to be employed 
in the larger agencies than in the 
smaller shops, where Telepulse is 
considered more important as a 
source. 





“While important, ratings. 
are but one measure of an 
availability’s suitability and 
desirability.” 


DOUGLAS K. BURCH 
Leo Burnett, Chicago 





In the matter of how the panelists 
view a given rating as an absolute 
measure of a program’s audience, and 
to what extent, if any, they make use 
of the “point-deviation” (or what stat- 
isticians term the “standard error”) 
concept in comparing ratings on com- 
peting stations, 29 per cent said that 
they regularly consider this point- 
spread, 42 per cent stated that they em- 
ploy it “sometimes,” and 28 per cent 
claimed that they never consider it in 
evaluating the desirability of avail- 





“The problem is the ten- 
dency on the part of rela- 
tively unsophisticated ad- 
vertisers to rely entirely on 
ratings.” 


PAUL DAVIS 
McCann-Erickson, L. A. 





abilities on competing stations. 

NBC Spot Sales found a “surprising 
fact” in the frequency with which 
ratings of two or more services are 
averaged in order to yield a “com- 
posite.” While only five per cent of 
the panel respondents reported that 
they “always” average rating services, 
44 per cent stated that they do so 
“frequently” or at least “sometimes.” 

The practice of averaging ratings 
seems to be considerably more wide- 
spread among the smaller agencies 
(those whose broadcast billings are 
undér $5 million, represented by 60 
per cent of the 326 panelists) than in 





“Too much emphasis is 


placed upon ratings .. .” 


SAL J. AGOVINO 
McCann-Erickson, N.Y.C. 





the larger shops (tv-radio billings in 
excess of $5 million). Thirty-one per 
cent of the respondents in the under- 
$5-million group said they average 
ratings either “always” or “fre- 
quently,” as against only five per cent 
of those working for the $5-million- 


? 


plus agencies. 

Ratings of two or more different 
services are “never” averaged by 69 
per cent of the timebuyers in the 
larger-agency group, but only 37 per 
cent of those in the smaller category 
reported that they never average the 


























the 
use 
ratings as the final, all-in- 


“I! am distressed at 


widespread trend to 


clusive reason for making 
a buy.” 


4NITA WASSERMAN 
L. C. Gumbinner, N.Y.C. 





numbers supplied by competing rating 
services. 

Asked whether station representa- 
tives should submit such “averaged- 
out” ratings on availability sheets, al- 
most one-third (32 per cent) of the 
smaller-agency panelists were in favor 
of this proposal, as against a mere 10 
per cent in the bigger-agency category. 

How prevalent in the purchase of 
spot television time is the cost-per- 
thousand “cut-off point” beyond which 
a timebuyer will not buy for a given 
account? According to the participants 
in the NBC Spot Sales panel, CPM cut- 
off points are employed by approxi- 
mately two out of five buyers, indicat- 





“We refuse to bow to the 


omnipotence of ratings.” 
WILLIAM B. KROSKE 
Ketchum, MacLeod & Grove, Pitts- 
burgh 





ing a likelihood that such points are 
established with reference to specific 
accounts, rather than as a matter of 
over-all agency policy. Large agencies 
are more apt to use cut-off points in 
buying spot tv time than the smaller 
shops (24 per cent against 16 per 
cent), undoubtedly a reflection of the 
types of accounts handled by the larger 
outfits. 

Nine per cent of the panelists re- 
ported that they never use cumulative 
(unduplicated) audience data in the 
purchase of announcements in strips. 
One out of every six panel members 
said that he or she always considers 
cumulative ratings on this type of buy, 
with 36 per cent reporting that they 
utilize this data “frequently,” and 37 
per cent stating that they use it 
“sometimes.” 

Again, the use of this data is some- 
what more prevalent in the large 
shops—60 per cent using it “always” 
or “frequently’—than in the smaller 
—AT7 per cent doing ditto. 


Despite the charge that timebuyers 
tend to look at only the most recent 
ratings, thereby neglecting the 
audience-building potential of a given 
time slot, fully three-quarters of the 
panelists told NBC Spot Sales that 
they consider an “upward rating 
trend” over a_ period of several 
months quite important in weighing 
the purchase of an announcement or 
a program, and that a consistent up- 





“Ratings are frequently the 

most important factor to 
determine the best buy.” 

RUDOLPH MARTI 

Cam pbell-Mithun, Minneapolis 





ward trend of this nature has influenced 
their decisions on many occasions. 

In addition to asking for specifics, 
the first of NBC Spot Sales’ timebuyer 
questionnaires afforded respondents an 
opportunity of expressing their views 
on ratings in general. A total of 245 
panelists—76 per cent of the entire 
panel—availed themselves of this op- 
portunity, with their responses falling 
into three broad categories. 

A small minority group is entirely 
favorable to “buying by the numbers.” 
The timebuyers in this coterie look 
upon present rating services as su- 
perior to the measurement methods 
used by competing media; they be- 





“J am not convinced that 

they (the rating services) 

are as sensitive in their 

measure of radio as they 
are of tv.” 

ROD MACDONALD 

Guild, Bascom & Bonfigli, S.F. 





lieve ratings are honest and provide 
the only means of justifying buying 
decisions in unfamiliar markets, and 
they feel that strict adherence to rat- 
ings is likely to produce sales results 
with greater consistency than guess- 
work or contradictory station and 
representative claims. 

A second group of about the same 
size takes exactly the opposite posi- 
tion. These buyers state that the worst 
possible fault is to treat a rating as 


an absolute measurement. They think 
that the small samplings on which 
ratings are based cannot furnish reli- 
able statistics, pointing out that dif- 
ferent services measuring the same 


periods often arrive at startlingly 
different results. Some of the more 
outspoken timebuyers holding this 


view labeled ratings as “the greatest 
myth of our time—taken poorly, re- 
ported poorly and used poorly.” 

By far the largest number of panel- 
ists feel that ratings are important 
but should be used as a guide only— 
that subjective judgment must be exer- 
cised. Ratings, they believe, are valid 
indications, especially 
sidered over a period of time. How- 
ever, a rating, these timebuyers state, 
is but one measure of desirability 


when con- 


among a number of others, such as 


audience composition, surrounding 





“The rating problem is pri- 


marily a problem of user 


ignorance.” 
RICHARD S. PAIGE 
Grey Advertising. N.Y.C. 





material, accumulation patterns, ex- 
posure frequency, station integrity and 
acceptance in its community, the pro- 
gram itself, 
experience and over-all know-how. 


sponsor identification, 
“Ratings are indications and not 
conclusions,” says Ann Janowicz, man- 
ager of the timebuying department of 
Ogilvy, Benson & Mather, New York. 
“All rating services available should 
be reviewed and used as buying guides 
not for their numbers but for their in- 
dications of relating one availability 
to another. The more rating informa- 
tion available, the better. Although the 
rating services are all supposed to be 
measuring the same thing—size of 
audience—the differences in their tech- 
niques tend to adjust their findings. 


(Continued on page 99) 


**Rating services provide 
the general indication of 
audience size, which must 
be one of the determining 


factors of media selection.” 


PETER M. BARDACH 
Foote, Cone & Belding. N.Y.C. 
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Batter up! 


This year advertisers will pay $34.6 million to put 


espite the departure of the Dodgers 
and the Giants for the west coast, 
indications are that baseball and tele- 
vision will continue their profitable 
association of past years during 1958. 

Since neither west-coast team will 
televise home and away games over 
local coast stations this year, a smaller 
number of televised games, as well 
as fewer advertisers picking up base- 
ball’s tv tab, are the immediate re- 
sult of this westward trek by the 
former Brooklyn and New York clubs. 
Nevertheless, the still formidable 
array of remaining advertisers has 
taken up the slack with a bigger 
television outlay this year than in 
any previous season. 

Twelve clubs—two less than last 
year—will televise a total of 781 
games—102 fewer than in 1957. Three 
former sponsors of Giant and Dodger 
telecasts—Lucky Strike, Schaefer and 
Ruppert-Knickerbocker—have formu- 
lated no 1958 plans for sponsoring 
other teams. Disconsolate Dodger and 
Giant fans, however, need not despair. 
The void left in the New York metro- 
politan area by the two-team exodus 
will be filled by the heaviest New 
York Yankee tv schedule in baseball 
history. 

A further effort to satisfy rabid 
New York fans will be made by wor- 
Tv. Under a special agreement with 
the Philadelphia Phillies, the New 
York station will offer loyal Dodger 
and Giant rooters in the east an 
opportunity to see their teams in 
action in the Quaker City. 

In the seasonal effort to keep base- 
ball viewers glued to their screens, 


March 24, 1958, Television Age 


a group of sports-minded advertisers 
will spend the record sum of $34.6 
million—an increase of $2.8 million 
over 1957’s total of $31.8 million. The 
1958 breakdown on major-league tv 
expenditure is as follows: 

Sale of tv and radio rights adds up 
to $11.2 million—$5.3 million for 
regular play-by-play telecasts, $2.7 
million for the two weekly series pre- 
sented respectively by CBS-TV and 
NBC-TV, and $3.2 million spent by 
Gillette for its World Series and 
All Star Game rights. An addi- 
tional $8.3 million will be spent by 
advertisers on time, talent and facili- 
ties. Pre-game and post-game expend- 
itures by national local and regional 
sponsors will account for the final 
$15.1 million. 

The exit of two National League 
teams from the New York baseball 
scene has caused varied reaction 
among the clubs’ former sponsors. 
Schaefer, co-sponsor of the Brooklyn 
Dodgers from 1949-1957, will devote 
its 1958 budget to a non-sport format. 
The brewing company is now placing 
heavy reliance on co-sponsorship of 
wrca-Tv's Silent Service and ID’s in 
choice time spots to tell its story to 
New York viewers. A Schaefer spokes- 
man indicated the brewery does not 
consider the Dodger’s departure a 
damaging loss. Because of the heavy 
promotion of beer and cigarettes in 
the New York area, Schaefer found it 
difficult to assess accurately the pro- 
motional value of its Dodger spon- 
sorship. Lucky Strike, the club’s other 
sponsor, had no comment on either 





781 games on television 


its future tv sports plans or the 
Dodger departure for Los Angeles. 

Ruppert - Knickerbocker, former 
sponsor of the New York Giants, is non- 
committal on the team’s new San 
Francisco location. The brewery hinted 
that sponsorship of a losing team did 
not help its sales, However, a Ruppert 
spokesman lauded the value of base- 
ball as a vehicle for selling beer. It 
was indicated that Ruppert wou!d not 
be adverse to underwriting the tele- 
vision costs of any new team that 
may consider establishing itself in 
New York. 

As in past seasons, beer companies 
lead the field of sports-conscious ad- 
vertisers. Hedepohl, Busch-Bavarian, 
Ballantine, Pittsburgh Brewing, Car- 
ling, Hamm, Goebel, Gunther and 
National will again utilize television 
in their advertising efforts to slake 
the thirst of the nation’s baseball en- 
thusiasts. Ballantine will share the cost 
of Yankee and Phillie telecasts, while 
Hamm Brewing will again sponsor 
both Chicago clubs. 

Oil and gasoline companies con- 
tinue to hold second place in 
sponsored telecasts of American and 
National League games. Atlantic Re- 
fining maintains dual co-sponsorships 
of the Philadelphia Phillies and the 
Pittsburgh Pirates. Oklahoma Oil acts 
as dual co-sponsor of the Cubs and 
White Sox. Standard Oil of Ohio and 
Speedway Petroleum continue to be 


well represented in the National 
League. 
While tobacco companies come 


next in this season’s baseball adver- 
tiser line-up, they are receiving close 






















































































telecasts rights originating 
team home away sponsors (tv & radio) stations 
MILWAUKEE BRAVES None 
£ ST. LOUIS CARDINALS 34 Busch-Bavarian Beer! $350,000 KTVI 
1a) oumm = —_ 8 eee 
= LOS ANGELES DODGERS None 
— St : Someaside 
~ Hudepohl Beer , 
= CINCINNATI REDLEGS 23 30 Ford Dealers $350,000 WLWw-T?2 
2 Standard Oil of Ohio 
- Atlantic Refining WFIL-TV? 
E Ballantine Beer WRCA-TV 
PHILADELPHIA PHILLIES 88 59 Phillies Cigars $600,000 WVUE 
Tasty Baking wor-Tv4 
SAN FRANCISCO GIANTS ea Ai SRE ‘. 
PITTSBURGH PIRATES 24 Seren = $300,000 KDKA-TV5 
CHICAGO CUBS 77 lkcee one $350,000 WON-TV 
NEW YORK YANKEES 77 Sore $850,000 —_ 
2 " E Hamm Brewing = ir 
_ CHICAGO WHITE SOX 53 Oklahoma Oil $350,000 WGN-TV 
= + é F Narragansett Beer — 
= BOSTON RED SOX 30 21 Atlantic Refining $450,000 WHDH-TV 
= Ford Dealers 
RSS a eae 
E DETROIT TIGERS 1 a9 «Goebel Brewing $500,000 WJBK-TV® 
bus Seine Speedway Petroleum ee 
BALTIMORE ORIOLES 21 32 Gunther Brewing $400,000 WJz-TV? 
CLEVELAND INDIANS 30 25 ee ee "of Ohio $500,000 WEWS 
KANSAS CITY ATHLETICS None “ 
> ery WTTG 
WASHINGTON SENATORS 30 24 National Brewing $250,000 WMAR-TV 
WBAL-TV 








1 St. Louis Cardinals are owned by Anheuser-Busch (Busch-Bavarian) 

2 Network: wuw-p Dayton, wuw-c Columbus and wsaz-tv Huntington, W. Va. 
3 wvue will telecast the club’s 18 away night games. 
4 wor-tv will telecast 58 Philly home games and 19 away games in New York City. 
5 Network: wstv-tv Steubenville and wsac-tv Johnstown, Pa. 
6 Network: wxzo-tv Kalamazoo, wKNX-tv Saginaw, wMtv Cadillac, ws1m-tv Lansing and wspp-tv Toledo. 


7 wyz-tv will carry the entire Oriole schedule of 53 home & away games. 




















competition from an automobile man- 
ufacturer. The Ford dealers of New 
England have supplanted Chesterfield 
and L&M cigarettes as a co-sponsor 
of the Boston Red Sox. The Ford 
Dealers have also renewed their spon- 
sorship of the Cincinnati Redlegs. 
Although Lucky Strike will not figure 
in 1958 baseball telecasts, Camel and 
Winston will again co-sponsor the 
New York Yankees, and Phillies cigars 
will repeat backing the Philadelphia 
Phillies. 

Two new advertisers have joined 
Falstaff and Marlboro as co-sponsors 
of CBS-TV’s Game of the Week. Col- 
gate and State Farm Mutual make their 
1958 television debut on the series, 
replacing American Safety Razor and 
increasing the series’ advertisers by 
one more than last year. Beginning 
April 19, more than 190 stations will 
televise the network’s regular games 
coast-to-coast. Twenty-six Saturday and 
17 Sunday telecasts are a new feature 
of the CBS-TV series. Sunday contests 
are scheduled to begin June 1. Satur- 
day games will feature the Chicago 











National League attendance 
team 


Milwaukee 
St. Louis 
Brooklyn 
Cincinnati 
Philadelphia 
New York 
Pittsburgh 
Chicago 
total 


team 


New York 
Chicago 
Boston 
Detroit 
Baltimore 
Cleveland 
Kansas City 
Washington 


total 


combined totals 





American League attendance 


1955 1956 
2,005,836 (2) 2,046,331 
849,130 (7) 1,029,773 
1,033,589 (1) 1,213,562 
693,662 (5) 1,125,928 
922,886 (4) 934,798 
824,112 (3) 629,179 
469,397 (8) 949,878 
875,800 (6) 720,118 
7,674,412 8,649,567 
1955 1956 
1,490,138 (1) 1,491,784 
1,175,684 (3) 1,000,090 
1,203,200 (4) 1,137,158 
1,181,838 (5) 1,051,182 
852,039 (7) 901,201 
1,221,780 (2) 865,467 
1,393,054 (6) 1,015,154 
425,238 (8) 431,647 
8,942,971 7,893,683 
16,617,383 16,543,250 


Numbers in parentheses indicate league standing. 


(2) 2,215,404 (1) 
(4) 1,183,575 (2) 
(1) 1,026,158 (3) 
(3) 1,070,850 (4) 
(5) 1,146,230 (5) 
(6) 653,903 (6) 
(7) 850,732 (7) 
(8) 670,629 (8) 
8,817,481 
(1) 1,497,134 (1) 
(3) 1,135,668 (2) 
(4) 1,181,087 (3) 
(5) 1,272,346 (4) 
(6) 1,029,581 (5) 
(2) 722,256 (6) 
(8) 901,067 (7) 
(7) 457.079 (8) 
8,196,218 
17,013,699 








White Sox, Cincinnati Redlegs, New 
York Yankees, Cleveland Indians, 
Philadelphia Phillies and St. Louis 
Cardinals. Sunday contests—excepting 
the Cardinals—will include all the 
above teams as well as the Baltimore 
Orioles. After May 24, an alternate 
Saturday and Sunday sponsorship 
plan, affecting Marlboro and Colgate, 
will be put into effect. 

CBS-TV has also established an 
emergency standby schedule in the 
event adverse weather conditions or 
other emergencies should disrupt 
scheduled telecasts. When such can- 
cellations occur, fans will be switched 
to telecasts of games appearing at 
other parks. No games will be tele- 
vised on Saturday in any major-league 
city, nor within a 50-mile radius of 
any minor-league park on Sunday 
where a minor-league game is in 
progress. 

Gillette’s contract with NBC-TV, in 
effect from 1957 through 1961, con- 
tinues to remain in force, with no 
new developments affecting its terms. 


The razor-blade company will again 
sponsor the World Series and the All 
Star Game—an annual investment of 
$3,250,000 a year. By 1961, the com- 
pany will have spent a total amount 
of $16,250,000 on the two baseball 
classics. 

Continuing its year-round schedule 
of Saturday-afternoon sports events, 
NBC-TV will telecast the first game 
of its regular 26-week Major League 
Baseball series on April 19. The world 
champion Milwaukee Braves head the 
roster of teams whose home games 
will be televised on the series. Other 
National League games will originate 
in the home park of the Pittsburgh 
Pirates. 

American League telecasts will ap- 
pear in the home clubs of the Balti- 
more Orioles, Boston Red Sox and 
the Detroit Tigers. The games will be 
carried coast-to-coast by 160 stations. 
No station will carry a game within 
a 50-mile radius of a major-league 
park, nor in certain areas restricted 
by major-league agreements. At this 


writing, no sponsors for the series 
have been announced. 

As in past seasons, the presentations 
of both networks will be in direct 
competition on Saturdays. In view of 
CBS-TV’s increased coverage of games 
on Sundays, NBC-TV may be forced 
to reappraise its future scheduling. 
The rights for both networks’ pack- 
ages total $2.7 million—$.9 million 
for NBC-TV and $1.8 million for 
CBS-TV. 

The heaviest television schedule in 
either League is being carried by the 
New York Yankees. With the excep- 
tion of Kansas City night games 
impractical because of the two-hour 
time difference—the club is televising 
its entire schedule of 77 home games 
and 63 away games on wPIx New 
York. Out-of-town games being tele- 
vised include 15 Sunday games, 11 
Saturdays and seven weekdays, 24 
night games, the opening-day game 
and the doubleheader in Washington 
on July 4. The road-game schedule 


(Continued on page 98) 
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BY VICTOR M. RATNER 


Is entertainment a dirty word? 


Victor M. Ratner has had a long 
and distinguished career both in broad- 
casting and advertising. He spent 13 
years at CBS, starting as an assistant 
in the promotion department in 1930. 
He left CBS in 1941 but returned in 
1947 as vice president in charge of 
promotion. He left CBS to go to Macy’s, 
New York, in charge of the store’s ad- 
vertising, public relations and promo- 


_tion. He is now vice president and 


member of the plans board of Benton 
& Bowles, and serves as a consultant 
to New York University on matters of 
mass communication. 


he Saturday Evening Post did all 
of us a service by publishing a 
major article recently about tv ratings 
and programming. It was by Stanley 
Frank, and titled Television’s Desper- 
ate Numbers Game, with a subtitle that 
went on to say: “Here is why the rating 
system inspires such panic among stars 
and sponsors. But do Trendex, Nielsen, 
et al., really prove what kind of enter- 
tainment you want?” 

Certainly, if we ever hope to arrive 
at an understanding of the issues in- 
volved here, we can’t have too much 
discussion of the question: “Do tv 
ratings mean anything, and if so, 
what?” 

But I don’t think ratings are the 
real issue in most of these discussions. 
After all, audience ratings are no 
more than a measure of the relative 
size of a program’s audience, of its 
“net circulation.” 
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Some people seem to 


regard it as a sort of “sin,” 


agency executive believes 


And who, in publishing or adver- 
tising, doesn’t believe in counting 
circulation? We know audience size 
isn’t the only measure of value of 
either a program or publication. Yet 
isn’t it the most objective measurement 
we have of the ability of a program or 
publication to do its job? 

Once we get past the specific of 


| 











there’s something wrong about this. 

The comment usually goes like this: 
“Why do they put such bad programs 
on the air—just to get big ratings? 
Gad, they’re so commercial! There’s a 
plot afoot to corrupt the American 
people . . . with entertainment!” 

I want to suggest there is no such 
plot. And in my comments below I 





Some think “just entertainment” keeps us from better things. 


counting noses, we start swimming in 
a foggy sea of opinion. And, while 
individual opinions and judgments 
are fine and important things, it’s 
pretty helpful to have a simple figure, 
somewhere, if only as a_ reference 
point to indicate size of audience. 

If it doesn’t tell us how much people 
like a program or magazine, it at 
least tells us how many do. And that’s 
a good deal. 

But there’s another underlying issue 
involved. For any discussion of ratings 
invariably gets (as it did in the SEP 
article) into the kinds of programs 
which get the big ratings. And some- 
one almost always, then, suggests 


am not forgetting there are far more 
important things in our lives than 
“entertainment.” There certainly are. 
(And you find such “more important 
things” all over tv program schedules 
today.) 

Yet so many intelligent people seem 
to think of mass entertainment as if 
it had no importance whatsoever. They 
look on “just entertainment” as if it 
were like candy, taking away our 
appetite. It seems like sort of a “sin” 
to these people, something we should 
all try to fight off as best we can (like 
trying to keep down one’s weight). 

I would like to propose another 
point of view to these serious, good 


























people. It is that entertainment (in 
many different forms) has a very 
positive value in our lives: serving a 
profound need in a world of growing 
tension. And that’s why we find so 
much of it on mass media. 

Let me make three basic points 
about this: 

e Is relaxation “necessary”? 

Surely every normal person has 
need to escape regularly from “serious- 
ness.” Relaxation isn’t a minor element 
in our lives, but is fundamentally 
necessary to health and hard work. 





Or 





ple’s desire and need for entertainment 
—like a soldier’s need, or an execu- 
tive’s need, or a statesman’s need. 

Modern entertainment may well be 
a “cooling system” which enables our 
society to run at high speeds. We 
haven’t been slacking. We have been 
through two world wars and a con- 
tinuing cold war in the past two 
generations. We are producing more 
of everything, for more and more peo- 
ple. Doesn’t this earn the American 
people a right to be entertained, if they 
want it? 





The essential function of “entertainment” is to relax us. 


The harder we work, or the tenser we 
get, the more often we need to relax. 

And the essential function of 
“entertainment” is to relax us. 

Entertainment is one of the many 
different kinds of holidays we all 
must take from the accumulating pres- 
sures of reality. If we don’t sleep 
every night (in itself “a holiday from 
reality”), we cannot go on living. If 
we don’t take vacations, we soon break 
down. And our men in the armed 
forces, exposed to the most severe 
strains of actual danger, must have 
relaxation and entertainment—or they 
crack from accumulated tension. (Isn’t 
that why we have a USO?) 

And what is tv entertainment if not 
“a holiday in the home” for almost 
everyone in its audience? 

This is a major reason, I suspect, 
for the public’s extraordinary accept- 
ance of tv entertainment in our time. 
Consider the enormous increase in 
tension in the modern world. We live 
in what has properly been called “The 
Age of Tension.” Hasn’t this, then, 
something to do with the massive 
flow of entertainment the American 
people insist on having from tv today? 

In our kind of world, it is no small 
thing to make a family laugh. So, 
perhaps there is nothing wrong, and 
something very right, about the peo- 


“soften” us? 

There’s no evidence seen anywhere 
that people are being lulled into in- 
action by getting “too much” entertain- 
ment. 

Certainly, the rise of tv has coin- 
cided exactly with the greatest spurt 
of do-it-yourself activity in our history, 
with the greatest increases in adult 
educational and community activities 
—with the widespread growth of local 
drama groups and orchestras, of dis- 
cussion groups and lecture audiences. 

The simple fact is that the American 
people are busier today than ever be- 
fore in their personal and community 
lives. In this respect then, how can 
tv’s massive entertainment possibly be 
labeled a “negative” influence? The 
evidence is to the contrary. 


e Will entertainment 





e Is entertainment “un-American”? 

We live in a society with a hang- 
over still from earlier Puritan ana 
Victorian ideas on the best ways to 
spend one’s time. In avy “Puritan” 
culture (including Russia!) pure en- 
tertainment tends to be frowned on. A 
favorite Puritan proverb puts it this 
way: “Satan makes mischief for idle 
hands.” 

Yet, hasn’t entertainment always 
been a powerful and integral part of 
American life? George Washington 
attended the first performance of the 
first circus in America. Our pioneer- 
ing ancestors used entertainment 
greatly in their lives, to relieve the 
harshness of their time. Lincoln liked 
to tell a good joke and hear one. 
Americans have always felt freer to 
laugh, to entertain and to be enter- 
tained, than any other people in his- 
tory. So, entertainment has an enor- 
mously honorable tradition in 
America, as old as the nation itself. 
It is very American indeed. 

e “Good” vs. “bad” entertainment? 

You'll note I haven’t said a word, 
yet, about “good” or “bad” entertain- 
ment. For that is another issue entirely. 
In any human activity—whether it be 
teaching or medicine or plumbing— 
you find a mix of good and bad 
practices and examples. 

But if we want to understand the 
place and purpose of entertainment in 
mass media, we must first understand 
the basic nature and role of entertain- 
ment itself. We must try to get honest 
and accurate answers to the questions: 
Is “just entertainment” something to 
be scorned? Can a tv program merely 
try to entertain, or should it try to do 
something “more” than that? 

And one approach to an answer to 
these questions is to face up to the 
fact that our people have a far greater 

(Continued on page 97) 











George Washington attended the first circus performance in 


dmerica. 
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TERRAMYCIN 


Leo Burnett for Chas. Pfizer 
PRODUCED BY WILDING 


BUFFERIN 


Young & Rubicam for Bristol Myers 
PRODUCED BY WILDING 





APPLIANCES 


Bruce B. Brewer for Western Auto 
PRODUCED BY WILDING 





WILDING PICTURE PRODUCTIONS, INC. 
*CHICAGO *DETROIT *NEW YORK *LOS ANGELES PITTSBURGH 
CLEVELAND CINCINNATI ST. LOUIS TWIN CITIES 


*Producing Studios 






































Film Report 





NTA’S ‘BIG NIGHT’ 

More than $4 million has been in- 
vested by National Telefilm Associates 
in three new properties to be shown as 
part of its “Big Night” programming 
concept next fall. Plans call for tele- 
casting the trio of half-hour films along 
with features and hour-length pictures 
from Hollywood producers in a 7:30- 
10:30 period one night a week. 

The “Big Night” format is aimed 
primarily at the independent station in 
a four-station market. It’s believed that 
planned, properly routined entertain- 
ment is the independent’s best competi- 
tion against network programming. 

By fall, 17 stations in four-or-more- 
station markets will form the hard 
core of the NTA Film Network. In ad- 
dition, the programming will be of- 
fered to interested stations in more 


than 100 markets. 

The new half-hour series are How 
To Marry A Millionaire, Man Without 
A Gun and This Is Alice—a light ro- 
mantic comedy, an off-beat western and 
a family comedy with the emphasis on 
children. The balance of the three-hour 
period will be filled with 39 first-run 
features from 20th Century Fox. A 
Shirley Temple series of her child-star 
hits and 80-hour-long films made for tv 
by 20th and Warner Bros. will also be 
shown at varying times on the stations. 

Advantages. of the programming 
idea were expressed as affording ad- 
vertisers an opportunity of viewing an 
entire year’s programs—rather than 
committing their budgets on _ the 
strength of a pilot film—and of offer- 
ing greater economies through the 
elimination of coaxial cable costs while 





FILM SUCCESS ........ 


ot long ago American Home 

Products renewed the syndicated 

I Search for Adventure, to run in the 

same markets and on the same stations, 
for the fourth successive year. 

This unusual vote of confidence in 
the 52-week adventure series had ample 
backing from the ratings. The program, 
which is distributed by George Bag- 
nall & Associates, has racked up ARB 
ratings as high as 44 in San Francisco; 
20.8 in Los Angeles; 55.6 in Fresno; 
26.1 in Spokane; 43.9 in Seattle- 
Tacoma; 49.0 in Portland; 47.3 in 
Bakersfield; 20.9 in Phoenix; 23.4 in 
Salt Lake City, and 24.3 in El Paso. 

Even last year, on the third run, 
ratings were consistently high. 

I Search for Adventure was first pre- 
sented live on Kcop Los Angeles, with 
Jack Douglas as its emcee. Adventure 
stories from all over the world are 
used in the series—search for sunken 
vessels, polar expeditions, headhunters 
in the wilds of Africa and explorations 
of new areas are all included. During 
its formative months it rated 4.0 ARB, 
but within a short time it had jumped 
that rating to 20.8. 

Sol Lesser, producer of the Tarzan 
pictures, saw the possibilities in the 


American Home Products 





This glacier tragedy is a scene from the 
George Bagnall & Associates series, 
I Search for Adventure. 


program and, with Jack Douglas, 
formed Television Adventure Films to 
put the series on film for syndication. 
American Home Products was look- 
ing for a film show and, through 
its agencies, J. Walter Thompson and 
Young & Rubicam, purchased J Search 
for Adventure for 26 weeks with 
options for an additional 26. Ten 
weeks after the initial telecast Ameri- 
can Home Products took up the option. 
The line-up was essentially the same 
as that today, with the program appear- 
ing on Kcop Los Angeles, Kpix San 
Francisco, KXLY-Tv Spokane, KING-TV 
Seattle-Tacoma, KOIN-Tv Portland, 
KCRA-TV Sacramento, KERO-Tv Bakers- 
(Continued on page 101) 


presenting generally greater over-all 
flexibility of programming. 





CBS FILM PROJECTS 
CBS-TV Film Sales has several new 


educational-and-news projects in final 
stages. Its Exploring Space series has 
been created specifically for syndica- 
tion and is now offered for sale. The 
program, described as a non-fiction 
science-adventure show, consists of 39 
films tracing the history of man’s ex- 
perience and knowledge of explosives, 
satellites and rockets. Live-action, ani- 
mation and_ live-on-film interviews 
with leading scientists will highlight 
the series. 

In an arrangement with Independ- 
ent Tv News of Great Britain, CBS 
Newsfilm will cooperate in supplying 
stations with world-wide daily news- 
film service. CBS Newsfilm will be sent 
from New York to European and Mid- 
dle East stations on a daily basis, while 
the British company will supply this 
country and others with films of events 
in England, Europe, the Middle East 
and British Commonwealth countries. 

Educational station WHA-Tv Mad- 
ison, Wis., will be supplied with daily 
CBS Newsfilm in a three-way deal with 
the station, CBS-TV and wmtv Mad- 
ison. The commercial station will make 
its film available to the educational 
station for use on its once-a-week news 
wrap-up beamed to elementary schools. 


FLAMINGO’S BASEBALL FILMS 


Prior to the opening of the baseball 
season, Flamingo Telefilm Sales, Inc., 
has announced the availability of its 
Baseball Hall of Fame series. There are 
77 quarter-hours in the package, fea- 
turing highlights of World 
games of the past several years. The 


Series 


programs are adaptable to pre-game 
“warm up” periods or as regular sport- 
show programming. 

Flamingo recently opened a Holly- 
wood office under the supervision of 
Julian Ludwig, appointed to act as 
west-coast The 
company now has offices in Philadel- 


sales representative. 
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: of Top TV Film phia, Dallas and Atlanta besides New 
; | k ae : : 
s FE | N G Commercials Yor and plans additional openings in 
its expansion program. 
MCA’S BELLAMY RERUNS 
A Capitalizing on the success of Ralph 
Bellamy in the current Broadway play 


about Franklin D. Roosevelt, Sunrise 
at Campobello, MCA-TV has completed 
Alka-Seltzer * Geoffrey Wade Advertising Libby-Owens-Ford * Fuller & Smith & Ross negotiations for purchase of all rights 

: to Follow That Man. Mr. Bellamy 
played the leading role in the film 
series through 82 half-hours. 

Shown originally on CBS-TV as 
Man Against Crime, the series has been 
sold to wcss-Tv New York, WJBK-TV 
Detroit, wyw-Tv Cleveland and wspp- 
tv Toledo. The programs are aimed 
primarily for daytime stripping. 


WILDING PICTURE PRODUCTIONS, INC., Chicago TELEVISION GRAPHICS INC., New York 


PLAYHOUSE SAMPLE REEL 

A sample reel of animated tv com 
Cut-Rite Wax Paper + J. Walter Thompson Mutual of Omaha * Bozell & Jacobs mercials produced by Playhouse Pic- 
tures during the last six months has 
been offered on a loan basis to inter- 
ested advertising agencies and spon- 
sors. The 16mm film includes show 
openings, 20 spot commercials and ab- 
stract designs. Both the Playhouse Chi- 
cago and Hollywood offices are han- 
dling requests. 





NEW SG PACKAGE 

A new series of half-hour dramas 
produced by Screen Gems for Ford 
Theatre last season has been assembled 
into a syndicated package under the 
title Showcase 39. In offering this pack- 
age, Screen Gems marks its fifth year 
of releasing Ford films to individual 
stations. The first 156 Ford films are 
distributed under an All Star Theatre 
tag. 

A total of 50 markets has just been 
reached for the company’s Triple 
WOMDSEL, CARLISLE & DUNPHY, INC., New York Crown series of feature films, with 
sales to wIvJ Miami, KMGM-Tv Min- 
neapolis, WALA-TV Mobile and WEAT-TV 
West Palm Beach. 

In less than a month after being 
put into syndication, Screen Gems’ 
77th Bengal Lancers half-hour series 
of reruns has hit a total of 23 mar- 
kets. 

With Casey Jones already sold in 
125 markets, the series was sold re- 
cently to WDXI-Tv Jackson, Tenn., 
which appropriately enough is the 
COUSENS, BLAIR PRODUCTIONS, INC., New York SOUND MASTERS, INC., New York home town of the authentic Casey 
Jones. 

Latest Screen Gems production to 
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roll is Jefferson Drum, which began 
filming recently in Hollywood. The 
series will premiere in April on NBC- 
TV, with Chemstrand and P. Lorillard 
splitting the sponsorship. 


CBS-TV SERIES SWITCHES 

The on-again, off-again status of 
Dick and the Duchess, CBS-TV film 
series produced by Sheldon Reynolds 
in London, has swung to the on-again 
side of the ledger. The network had 
given the show a cancellation notice 
with the pending departure of its two 
sponsors this month. However, the pro- 
gram will be switched from its present 
Saturday slot into the Friday time 
vacated by the Leave Jt To Beaver 
series, which hop-skotches to a Wednes- 
day-night berth. Reruns of selected epi- 
sodes from the Duchess films will run 
for at least eight weeks beginning 
March 28. 


STERLING SALES 

Sterling Television Co., Inc., re- 
ported sales of various tv series to 
wrcvy-Tv Philadelphia, Kptv Portland, 
Ore., WHDH-TV Boston, KTVU San Fran- 
cisco and Kvit Amarillo during the last 
weeks of February. Programs included 
Abbott & Costello, Animal Crackers, 
Cartoon Classics and others. 


TPA’S MERRILL STARRER 

Filming began recently in New York 
on a new half-hour series for Television 
Programs of America. The show is 
called Johnny Cordes and stars Gary 
Merrill. Plots for the films ‘will be 
adapted from adventures in the life of 
John F. Cordes, the only New York 
City policeman to win the department’s 
Medal of Honor twice. 


KIDDIE-SHOW SALES 

Sales in a number of markets have 
been reported on two children’s pro- 
grams, with Colonel Bleep, produced 
by Richard Ullman, Inc., listing 10 
cities, and Wonderful Productions, 
Inc., announcing four new buys of 
Willie Wonderful. 

The accent on space satellites is be- 
lieved to have helped push Colonel 
Bleep. The animated outer-space series 
for small fry was bought by WAFB-TV 
Baton Rouge, wttv _ Indianapolis, 
KDKA-TV Pittsburgh, WKBN-TV Youngs- 
town, wWpsu-Tv New Orleans, WBAL-TV 
Baltimore, WIvN-Tv Columbus, wTaR- 


Advertising 
Directory 


SELLING =" 
COMMERCIALS 


Derby Oil Co. * McCormick Advertising Post Grape-Nuts Flakes * Benton & Bowles 
: a ue 


se aw 


KEITZ & HERNDON, Dallas 


General Electric + BBDO 


SARRA, INC, New York 


Texize Chemical Co. * Henderson Advertising 


we &, 
ACADEMY PICTURES, INC, New York BLAEGER FILM PRODUCTIONS, INC, New York 
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TV Norfolk, wsuN-Tv St. Petersburg 
and WVUE Philadelphia. 

Willie Wonderful goes to wtvJ 
Miami, waca-Tvy Atlanta, KTRK-TV 
Houston and KKTv Colorado Springs. 
Merriman Holtz Jr. has joined the pro- 
duction company as northwest sales 
representative, covering six states and 


Alaska. 


NEW ABC FILM DIVISION 

In an expansion and realignment 
program that has resulted in the addi- 
tion of numerous account executives to 


the ABC Film Syndication staff, the 





latest word is that an entirely new 
central sales division will begin opera- 

tion April 1. 
Howard B. Anderson, formerly mid- 
(Continued on page 72) 


Pulse Top 10 Syndicated Shows 


In markets with a tv population of 1 to 4 million or more (Class 1) 


Rating based on survey conducted in February 


NEW YORK Average 
Tv Homes: 4,175,000 Rating 
See raet-. 8%  . Fe.. . 23.6 
Honeymooners ........... 17.4 
If You Had A Million . 16.1 
Mike Hammer ........... 15.3 
SENN oo sas oes ois Sah theoa 15.2 
Highway Patrol .......... 14.7 
Death Valley Days 12.2 
Silent Service ....... 2.56. 10.7 
PONG os es ina oo an 10.3 
Boots & Saddles ... 9.9 
PHILADELPHIA Average 
Tv Homes: 1,160,300 Rating 
San Francisco Beat 24.2 
Popeye 23.9 
Highway Patrol 22.2 
Mike Hammer 22.2 
Honeymooners 21.9 
Annie Oakley 20.2 
Sheriff of Cochise 19.9 
OS ES ere 19.9 
Harbor Command 19.9 
Sky King 18.9 
Whirlybirds .....:...- . 18.9 


CHICAGO Average 
Tv Homes: 1,791,700 Rating 
State Trooper . 25.2 
Silent Service ............ 23.2 
Sheriff of Cochise 19.5 
African Patrol . . 18.9 
Men of Annapolis ae 
Death Valley Days . a9 
Captain David Grief ~ 
Annie Oakley eu 
Brave Eagle . 14.9 
Cisco Kid . 148 
LOS ANGELES Average 
Tv Homes: 1,892,000 Rating 
Sheriff of Cochise 16.3 
Men of Annapolis . 14.2 
Star Performance (Sun.) 13.9 
Highway Patrol 13.7 
Honeymooners 13.5 
Death Valley Days . 13.4 
I Search for Adventure 10.7 
Harbor Command (Sun.) 10.5 
Star Performance (Mon.) 10.3 
Badge 714 10.2 
Harbor Command (Mon.) 


10.2 










1F YOU‘’RE SUFFERING FROM 





* CELLULOIDTOSIS — sloppy editing, hackneyed music, poor effects 


CELLULOIDTOSIS, 





TAKE THE PROVEN CURE AT 





ROSS-GAFFNEY 


where skilled specialists add their 
professional know-how towards the 
making of outstanding films 


EDITING 
8 fully equipped editing rooms 


creative craftsmen — 


MUSIC 


largest music library in the East 


SOUND 


for your every need 


fresh new scores from the 
realistic effects 
complete facilities af 


ROSS-GAFFNEY, INC 


45 West 45th St., New York 36, N.Y. + JUdson 2-3744 




















AUTOMATIC COST ESTIMATOR 
...YOURS WITH THE COMPLIMENTS OF 


CET 


If you produce, buy, sell, or use films, you'll appreciate this 







automatic film footage & cost estimator. It's a ‘‘slide rule’’ for the film 
industry ...a fast, easy way to figure footage, frames, running time, 
and processing costs for 16 mm or 35 mm film. The ‘‘estimator’’ 

and instructions are yours without cost or obligation. 





Set resrig me Me iOR Over arrow 
eeener paste eo | RUNNING TIME I oe viens, I 










Producers, film buyers, editors, advertising agencies, 


TV stations, film production personnel: Kindly use this 







coupon or write on your business letterhead 
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CONSOLIDATED FILM INDUSTRIES 


Pn Seward St; ; Hollywood 38, California 
ee, ==. HOllywood'9-1441 
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Ss © SAW. S70 St, New York 19, New York 
oo "; Circle 6-0210 














NOW— 


DO AS LEADING 


TV STATIONS DO 


CLEAN YOUR FILMS 
WITH THE NEW IMPROVED 


ECCO «1900 


ANTI-STATIC FILM CLEANER 


NO CARBON TET 
or TRICHLORETHYLENE 


Used by NBC, CBS, and many 
others. Better cleaning means 
clearer, brighte projection. 
Eliminates aan attraction which 
causes poor screenings. 


Here’s Why ECCO +1500 
is Better: 

Cleaning properties 

better than carbon tet 


‘ Leaves film permanently free 
of static 


V Dries faster than carbon tet 


Keeps film pliable, eliminates 
waxing 


V Mild, non-irritating odor 


“{ LOW COST—less than 2¢ 
cleans 400 feet of film 


V Equally effective for negative 
or prints 


V Invisible anti-static coating 





In ECCO 1500 you have all the 
cleansing qualities of carbon tetra- 
chloride without the dangers. Add 
years of life to your film. 





SPECIAL: 
Can be used in any and all film clean- 
ing applications, either in the labora- 
tory or on the projector. 


CLEAN and INSPECT FILM 
in one easy operation with the 
ECCO SPEEDROL APPLICATOR 


Save time, fluid, labor, money 
Bakelite Construction—iasts a lifetime 
Without obligation, write today 
for illustrated brochure. Ask your 

aler, or order direct. 











ELECTRO-CHEMICAL 


PRODUCTS CORP 
Street @ East Orange 
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Pulse Audience Composition Studies 


Figures taken from spot film survey for February 


TOP 20 SYNDICATED SHOWS 
National 


Rank Show & Distributor 
1. Esso Golden oe 


(Official) ..... . 23.4 
2. Highway Patrol (Ziv) . . 20.1 
3. State Trooper (MCA) . 18.6 
4. Honeymooners (CBS) .... 18.0 
5. Silent Service (NBC) ..... 17.0 
6. Grand Ole Opry 

ee eee 16.8 
7. Death Valley Days 

(of oS) eee 16.2 
8. Sheriff of Cochise (NTA) .. 16.0 


9. Casey Jones (Screen Gems) 15.3 


Oo Soe eae tae) |... ee 15.3 
11. Annie Oakley (CBS) ..... 14.5 
12. Men of Annapolis (Ziv) ... 14.3 
13. Boots & Saddles (NBC) ... 14.1 
14. Popeye (Assoc. Artists) .. 14.0 
ee Se | ae 13.5 
16. Whirlybirds (CBS) ...... 13.3 
17. Harbor Command (Ziv) .. 13.2 
18. Crusader (MCA) ........ 13.0 
19. 26 Men (ABC) .......... 12.8 


20. Decoy (Official) ......... 12.6 
20. Dr. Christian (Ziv) ...... 12.6 


TOP 20 AMONG MEN 


100 Homes 
Rank Show & Distributor Tuned In 
. Martin Kane (Ziv) ........ 93 


. If You Had A Million (MCA) 92 
. Waterfront (MCA) ........ 
. Crusader (MCA) 
. Dr. Christian (Ziv) ........ 
. Federal Men (MCA) 
. Honeymooners (CBS) ..... 
. Esso Golden Playhouse 

(Official) . 88 
8. Kingdom of the Sea (Guild) = 
10. Confidential File (Guild) . 


ouumnuhNNe 
© 6 =) 
SSSSs8 


10. I Led Three Lives (Ziv) ..... 4 
10. My Favorite Story (Ziv) .... 87 
10. Science Fiction Theatre 

SEAOK Wik. So . Gtk. Gee es 87 


10. Soldiers of Fortune (MCA). 87 
15. Championship Bowling 


(Schwimmer) ........... 86 
15.’ Code 3 (ABC) .. o>. haus 86 
15. Damon Runyon Theatre 

(Screen Gems) ......... 86 
15. Frontier Doctor 

(Hollywood Tv) ......... 86 
15. Harbor Command (Ziv) .... 86 
15. Highway Patrol (Ziv) ...... 86 
15. Lone Wolf (MCA) ........ 86 
15. Man Behind the Badge (MCA) 86 
15. Man Called X (Ziv) ....... 86 
15. O. Henry Playhouse 

(Gross-Krasne) ......... 86 
15. San Francisco Beat (CBS).. 86 


15. Star & The Story (Official)... 86 
15. Star Performance (Official) . 86 
15. Susie (TPA) 86 


TOP 20 AMONG WOMEN 


Women Per 


100 Homes 
Rank Show & Distributor Tuned In 
l. Liberace (Guild) ....... . 98 
2. Man Behind The Badge 
 » \ SRRSRE 96 
2. Soldiers of Fortune (MCA) .. 96 
4. Crusader (MCA) ....... 95 
4. If You Had 4 Million (MCA) 95 
4. Esso Golden Playhouse 
| TE 95 
4. Kingdom of the Sea (Guild) 95 
4. Martin Kane (Ziv) ........ 95 
9. Dr. Christian (Ziv) ........ 94 
9. Federal Men (MCA) ....... 94 
9. Frontier Doctor 
(Hollywood Tv) ...... 94 
9. Star Performance (Official) . 94 
13. Confidential File (Guild) ... 93 
13. Gray Ghost (CBS) ......... 93 
13. Honeymooners (CBS) ..... 93 
13. Science Fiction Theatre 
re 93 
13. Susie (TPA) 2 Mga gs 93 
18. I Led Three Lives (Ziv) .... 92 
18. Racket Squad (ABC) ...... 92 
20. Damon Runyon Theatre 
(Screen Gems) .......... 91 
20. Frontier (NBC)........... 91 
20. My Favorite Story (Ziv) .... 91 
20. San Francisco Beat (CBS).. 91 
20. Star & The Story (Official)... 91 


TOP 20 AMONG CHILDREN 


Kids Per 
100 Homes 
Rank Show & Distributor Tuned In 
Ed eee 103 
2. Looney Tunes (Guild) ..... 99 
3. Kit Carson (MCA) ........ 98 
4. Little Rascals (Interstate) .. 93 
5. Gene Autry—l hour (CBS). 92 
6. Annie Oakley (CBS) ...... 89 
6. Hopalong Cassidy—1 hour 
Se ae he eae Ae eS 89 
6. Jungle Jim (Screen Gems)... 89 
9. Laurel & Hardy (Governor). 87 
10. Ramar of the Jungle (TPA). 86 
11. Brave Eagle (CBS) ........ 83 
Th. Seo Be tea) see. 83 
11. Flash Gordon (Guild) ..... 83 
11. Hopalong Cassidy—1 hour 
SRE Seer 83 
15. Rocky Jones, Space Ranger 
| Rs vans 81 
15. Sky King (Nabisco) ....... 81 
15. Three Musketeers (ABC) ... 81 
18. Foreign Legionnaire (TPA) . 79 
18. Range Rider (CBS) ....... 79 
18. Steve Donovan, Western 
Marshal (NBC) ......... 79 


























Bell & Howell 








Bowlds Animation Disc 
and Peg Bar 


Animation Disc features 
oversize contoured glass; 
convenient rotation; positive 
lock; full vision sliding 
scale; and clear, opal, or 
frosted glass. Peg Bar has 
precision pegs so that 
cels slip on and off easily. 
Has countersunk holes and 
flush screws for easy 
attaching. 

Animation Disc $47.50 

Peg Bar 6.50 
















































Moviola Film 
Editing Machine 
“Series 20" 





-switches. Other 


SALES e SERVICE « RENTALS 


Continuous Film Printer 


Prints either sound or 
picture by contact. 
Suction-cooled 
lamphouse; removable 
filter holders; 300 watt 
projection type lamp. 
Other B & H Models 
and accessories available. 
$4,600.00 




















Other Printers 
from $167.50 

















Designed so that short 
pieces can be used 
without putting film 
on reels. Rear 
projection screen. 
Reversed by 
hand-operation 


models and Rewinders, 
Synchronizers, and 
Sound Readers 
available. 

Model UD20S 
(Illustrated) $1,925.00 


Other Film: Editing 
Viewers from $49.50 











largest and 







































































ADDITIONAL PRODUCTS Camera Equipment Company offers 


When you can't budge from the Budget...see CECO! 


When you make commercial films, 
the budget is sacred. It isn’t like the old days 
in Hollywood when a big name director 
could go a couple of million over his budget—~ 
and get away with it. Today if you exceed 
your budget, it very likely will come out of 
your own pocket. So do what other smart 
producers, directors, cameramen and sound 
engineers do. Consult CeEco. Our experts 
have the know-how about equipment 

and money-saving techniques. We carry 

the world’s largest assortment of professional 
cameras, lenses, tripods, recording, editing, 
lighting, laboratory and processing equipment, 
etc. There is never any charge at CECO 

for consultation. Come by for help with 
any problem, large or small. 


CECO Stop Motion Motor for Cine Special 


110 volt AC operation; 4% second exposure, 
Has forward, reverse, on-off switches; frame 
counter; power cable. Attaches easily to cam- 
era without special tools. $450.00 

















| 
Weinberg-Watson Modified Version 
of Kodak Analyst 





Gives flicker-free projection at speeds from 6 
to 20 frames per second. Single frame opera- 
tion forward and reverse without damaging 
film. Quick transition from continuous to 
single frame. $795.00 















the world's 
most comprehensive line of professional cameras, accessories, lighting and 


editing equipment. The quality product isn't made that we don't carry. See our splicers, 
— exposure meters — projectors —- screens —- marking pencils and pens — editors 
gloves —. editing machines, racks, barrels, and tables — stop watches, 


FRANK C. ZUCKER 


(+ AMERA EQuIPMENT ©..INIC. 


Dept. 1 315 West 43rd St., New York 36, N.Y. JUdson 6-1420 




















Pulse Audience Composition Studies for Syndicated Shows by Classification 


Figures taken from spot film survey for February 


TOP 10 ADVENTURE SHOWS 


National 
Average 
1. Highway Patrol (Ziv) .... 20.1 l 
2. State Trooper (MCA)..... 18.6 
3. Silent Service (NBC)..... 17.0 2 
4. Casey Jones (Screen Gems) 15.3 3 
5. Men of Annapolis (Ziv) .. 14.3 4 
6. Code 3 (ABC) 13.5 ‘. 
7. Harbor Command (Ziv) 13.2 * 
8. Crusader (MCA) 13.0 6 
9. Gray Ghost (CBS) As - 
9. Martin Kane (Ziv) 12.5 ? 
8. 
P 
WOMEN’S AUDIENCE 4 
Women Per 
100 Homes 
Tuned In 
1. Man Behind the Badge (MCA) 96 
1. Soldiers of Fortune (MCA). 96 
3. Crusader (MCA) 95 1 
3. Martin Kane (Ziv) ........ 95 
5. Federal Men (MCA) - 94 é 
6. Gray Ghost (CBS) 93 3 
7. I Led Three Lives (Ziv) . 92 5 
8. Captain David Grief (Guild) 89 5. 
8. Dangerous Assignment (NBC) 89 7 
8. Harbor Command (Ziv) 89 7 
8. Sword of Freedom (Official). 89 ‘ 
MEN’S AUDIENCE 10 
Men Per 
100 Homes 
Tuned In 
1. Martin Kane (Ziv) 93 
2. Waterfront (MCA) 92 1 
3. Crusader (MCA) 90 2. 
4. Federal Men (MCA) 89 3 
5. I Led Three Lives (Ziv) .... 87 
5. Soldiers of Fortune (MCA) .. 87 4 
7. Code3 (ABC) ............ % 5 
7. Harbor Command (Ziv) .... 86 + 
7. Highway Patrol (Ziv) 86 2. 
7. Man Called X (Ziv) ..... 86 ra 
7. Man Behind the Badge (MCA) 86 9 
CHILDREN’S AUDIENCE =. 
Kids Per 
100 Homes 
Tuned In 
1. Jungle Jim (Screen Gems) 89 
2. Ramar of the Jungle (TPA). 86 l 
3. Sky King (Nabisco) 81 ; 
3. Three Musketeers (ABC) 81 2 
5. Foreign Legionnaire (TPA). 79 = 
6. Sheena, Queen of the e 
Jungle (ABC) 3 a5 
7. Casey Jones (Screen Gems)... 69 7. 
8. Highway Patrol (Ziv) 7 8. 
9. The Falcon (NBC) 62 8 
10. Mr. District Attorney (Ziv) . 61 10 
10. Silent Service (NBC) .. - 61 
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TOP 10 DRAMA SHOWS 


National 
Average 
. Esso Golden Playhouse 
(Official) ....... _ 23.4 1 
. Dr. Christian (Ziv) ...... 12.6 2 
. Star Performance (Official) 11.7 3. 
. O. Henry Playhouse 4. 
(Gross-Krasne ) 11.4 0. 
Dr. Hudson’s Secret 6 
Journal (MCA) .. ~, 807 7 
. Studio 57 (MCA) . 10.5 8 
Douglas Fairbanks 
Presents (ABC) ........ 5.9 9. 
. Star & The Story (Official) 5.4 10. 
. Reader’s Digest (Telestar) 5.2 
. If You Had Million (MCA). 4.5 
WOMEN’S AUDIENCE 
Women Per 
100 Homes 
Tuned In 
. Esso Golden Playhouse 
Se ere | 
If You Had Million (MCA) 95 2. 
. Dr. Christian (Ziv) ..... .. 94 3. 
. Star Performance (Official) 94 9 
My Favorite Story (Ziv) ... 91 = 
. Star & The Story (Official)... 89 6 
. Big Story (Official) 89 6 
. O. Henry Playhouse 6. 
(Gross-Krasne) 89 9 
. Douglas Fairbanks 
Presents (ABC) .. / "BT 10 
. Studio 57 (MCA) ..... . 86 
MEN’S AUDIENCE 
Men Per 
100 Homes 
Tuned In 
. If You Had Million (MCA) 92 
Dr. Christian (Ziv) ... . 89 l 
. Esso Golden Playhouse 1 
(Official) ... . 88 3 
. My Favorite Story (Ziv) 87 4 
. O. Henry Playhouse 4 
(Gross-Krasne) ys SA 4 
Star & The Story (Official)... 86 Be 
Star Performance (Official)... 86 . 
. Big Story (Official) 85 ‘ 
. Douglas Fairbanks 9 
Presents (ABC) ... . 84 10 
Stugio S57 (MCA) ......... 81 
CHILDREN’S AUDIENCE 
Kids Per 
100 Homes 
Tuned In 
. Esso Golden Playhouse 
(Official ) . 61 1 
. If You Had Million (MCA) 59 9 
. Star & The Story (Official) 48 3 
. Byline (MCA Alexander) .. 42 9 
Big Story (Official) 31 4. 
My Favorite Story (Ziv) 28 0 
Dr. Christian (Ziv) ... . 26 6 
. Reader’s Digest (Telestar).. 23 6. 
. Star Performance (Official) .. 23 6 
. O. Henry Playhouse 9 
(Gross-Krasne) . 19 10 


TOP 10 MYSTERY SHOWS 


National 
Average 
. Sheriff of Cochise (NTA) 16.0 
. Whirlybirds (CBS) . eS 
Decoy (Official) . 336 
San Francisco Beat (CBS) 10.8 
Inner Sanctum (NBC) 9.6 
. Badge 714 (NBC) 8.2 
. City Detective (MCA) 7.4 
. Public Defender 
(Interstate ) 6.7 
Racket Squad (ABC) 6.0 
Sherlock Holmes (Guild) 4.9 


WOMEN’S AUDIENCE 


Women Per 


100 Homes 

Tuned In 

. Racket Squad (ABC) . 92 
San Francisco Beat (CBS).. 91 
Badge 714 (NBC) 89 

. Sheriff of Cochise (NTA) 89 
Lone Wolf (MCA) . 87 

. City Detective (MCA) 86 
Mr. & Mrs. North (Schubert) 86 

. Public Defender (Interstate) 86 
. Boston Blackie (Ziv) 84 
. Sherlock Holmes (Guild) 83 

MEN’S AUDIENCE 

Men Per 
100 Homes 

Tuned In 

. Lone Wolf (MCA) 86 
. San Francisco Beat (CBS).. 86 
. City Detective (MCA) 84 
. Badge 714 (NBC) 83 
. Racket Squad (ABC) 83 
. Sheriff of Cochise (NTA) 83 
. Boston Blackie (Ziv) 79 
. Sherlock Holmes (Guild) 78 
. Public Defender (Interstate) 76 
. Inner Sanctum (NBC) 74 

CHILDREN’S AUDIENCE 

Kids Per 

100 Homes 

Tuned In 

. Whirlybirds (CBS) 78 
Paris Precinct (Guild) 63 
Sheriff of Cochise (NTA) 58 
Mr. & Mrs. North (Schubert) 53 

. Sherlock Holmes (Guild) 46 
. Badge 714 (NBC) 43 
City Detective (MCA) 43 

. Racket Squad (ABC) 43 
. San Francisco Beat (CBS) 39 
. Lone Wolf (MCA) 26 
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Eastern Engineered Effects 


can do the job for you 





in black and white or color. 






x. 
L 





ART TO FILM... 
finest and fastest 


EASTERN ENGINEERED EFFECTS 
is a complete producer’s aid service 
designed to solve your optical problems 
with highest quality and speed. 


Maurice, Sam , Mog Kory, 
\ Gastern Effects, WC. ssa 


333 WEST 52ND STREET NEW YORK 19,N. Y 
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INS URE | ARB City-By-City Ratings for February 1958 
3-Station Market 3-Station Market 
THE SUCCESS TOP SYNDICATED FILMS TOP SYNDICATED FILMS 
1. Code 3 (ABC) waca Sat. 10:30 .............. 29.3 
e y [BS R Sat. 3 25. 
2. Whirlybirds (CBS) wss Wed. 7:00 ..........28.7 Se. he ee Corey weet Oe. SS - 9ht 
« * 2. Whirlybirds (CBS) waz Tues. 7:00 24.9 
3. Amos ‘n Andy (CBS) wss M-F 6:00 .........27.9 . ae + +>: ant 
3. Silent Service (NBC) waz Fri. 7:00 24.2 
4. Casey Jones (Screen Gems) waca Mon. 7:00 ..26.5 ss 
h mee 4. Decoy (Official) waz Sun. 10:30 23.8 
5. Sheriff of Cochise (NTA) wse Tues. 7:00 ....25.4 A A “: Ate 
‘ . . 5. Frontier Doctor (H-TV) waz Thurs. 7:00 22.7 
6. Highway Patrol (Ziv) waca Fri. 7:30 ........21.8 r * 
. 6. Highway Patrol (Ziv) waz Sat. 7:00 ....... 21.9 
6. The Honeymooners (CBS) wss Fri. 7:00 ..... 21.8 + Gade Week aeie Hi. 620 216 
7. If You Had A Million (MCA) wss Mon. 7:00. 21.2 > oe go algae aanay op 
8. Victory At Sea (NBC) wsa Sun. 3:00 19.4 8. Gray Ghost (CBS) waz Wed. 7:00 20.7 
Before you write and produce your next Steins Saeaeed (MCA) wace Sines 70 Seedy — 9. Annie Oakley (CBS) wwac Sun. 5:00 19.7 
Television commercial, be sure to pur- 26. Benth a. — (Pacifi aah —<t. 10. Amos ‘n Andy (CBS) wwac M-F 5:00 17.2 
chase a TV-TEAR-SHEET® Library of all ” There ey : 8 5 98 11. Studio 57 (MCA) waz Tues. 10:30 16.8 
—— . 6: Rees eee OR ee ee Y si + Nabi > ce ka 66 
similar TV ads. 11. Boots and Saddles (NBC) waca Fri. 7:00 .....17.6 a, Sip aay RGey eeas Wed, 600 - . 
= ‘ 11. Joe Palooka (Guild) wiwa Sun. 6:00 176 13. Death Valley Days (Pacific-Borax) wnac 
TV-TEAR-SHEET Reports contain a series of oa canis scmah wens Wed aide seek rn Fri. 10:30 16.5 
still photos depicting all significant changes in = Pe. = ay eet ct rash a ee 14. Boots And Saddles (NBC) wwac Sat. 7:00 . .15.7 
action, split second timing, and verbatim audio *: he ~ anaes = ee tee 7 15. Official Detective (NTA) waz Mon. 7:00 15.5 
. . . all electronically monitored from special Soa. oe iad nein Mirae Maigret oem . 
sets. ‘ . ‘ 
TOP FEATURE FILMS TOP FEATURE FILMS 
The average cost of a 1 minute com- 1. MGM Late Show ws Sat. 11:00-12:40 a.m. ...24.1 1. Cinema 7 wnac Sun. 1:00-4:30 p.m. 23.6 
mercial report is only $10. 2 Andy Hardy Theatre wse Sat 5:15-7:00 p.m. ...19.0 2. Pleasure Playhouse waz Sun. 5:30-6:55 p.m. 22.1 
3. MGM Playhouse wss Sun. 1:00-3:00 p.m. ....18.9 3. Starring John Wayne waz 
THIS is A 4. Century Playhouse wss Sun. 10:30-12:30 a.m.. .15.5 Sun. 2:00-4:00 p.m. 20.2 
5. Armchair Playhouse wss Thurs. 1:00-2:30 p.m..14.3 4. Boston Movietime waz Mon. 4:45-6:45 p.m. ..14.2 
TV-TEAR-SHEET® 5. Hollywood Playhouse waz 
TOP NETWORK SHOWS Tues. 1:00-2:25 p.m. 14.1 
eee (Kee 1. Gunsmoke waca .......... EER see — 
Ss aan asm Pg ae] 2. Price Is Right wse ............0.ce.seceeeeees 41.8 TOP NETWORK SHOWS 
3. Maverick wiuwa rae FY LY Bet Y. Lif 14.5 
cane, — 4. Lucille Ball—Desi Arnaz waca ............... 40.1 Bekgt oh, ig lets ee = 
Aad wow m nteronsten | | 5. “M’ Souad * 2. Perry Como waz Sot aise ada cabeadeserten 4.1 
anwas your whiny bee oa $s. “1 Squad wss ea oucc spade hana 
ithe friend, Doug the Dowgictss. a 3. Gunsmoke wwnac 43.9 
et | 6. Perry Como wss addy aceasta 7.5 A 
= 7. Wy = 4. Lucille Ball-Desi Arnaz wnac 40.8 
Seatiies oa 7. yatt Earp wWiewa ..... ets Te 
“it | 8. D Th 5. I've Got A Secret wwnac 38.8 
: . Danny i ee ee 36.4 = 
ed Dawe. ai 6. Playhouse 90 wwnac 37.1 
1 9. Have Gun, Will Travel waca ... o se Sam ogee 3 “ 
Se On oan 7. Price Is Right waz ... =F 36.4 
jenete, Pm Boag a et Ss eee nab Gales spb eee i. S 
Vy j 8. Wagon Train waz 36.1 
| ; 9. Danny Thomas wnac 35.2 
i CLEVELAND 10. Perry Mason wwnac .. 34.7 
BD Bac Yoveor roves gto mene | L 3-Station Market 
henge aad Siemsates. Goes ES . 
oa op myeloma TOP SYNDICATED FILMS CHICAGO 
{655 1. Frontier Decter (H-TV) Kyw Mon. 7:00 .....28.6 4-Station Market 
2. Sky King (Nabisco) kyw Mon. 6:30 ........ 27.1 - 
seca LETTE MAN 3. Popeye Clubhouse (AAP) xyw M-F 5:30 ....26.7 TOP SYNDICATED FILMS 
"ges =~ 4. Silent Service (NBC) wsw Sat. 10:30 ....... 25.2 1. State Trooper (MCA) wnee Wed. 9:30 26.0 
owt cee Try 5. Death Valley Days (Pacific-Borax) kyrw 2. Silent Service (NBC) wnagq Tues. 9:30 22.0 
SUPER HYROCAIN. totes 
Reetiy tenet . 2, St eee See ee ee * 24.9 3. Annie Oakley (CBS) wen Fri. 6:00 16.2 
6. Annie Oakley (CBS) wsw Sat. 6:30 —s 4. Whirlybirds (CBS) wen Thurs. 9:00 16.0 
sa088 ee ne oe as 7. Science Fiction Theatre (Ziv) xyw Fri. 6:30 . .22.7 5. Highway Patrol (Ziv) wen Fri. 8:00 .- 189 
ee ere 8. Cisco Kid (Ziv) xyw Thurs. 6:30 .......... 21.9 6. Brave Eagle (CBS) wen Tues. 6:00 14.9 
9. The Honeymooners (CBS) xyw Tues. 10:30 ..21.4 7. Men of Annapolis (Ziv) wen Mon. 9:30 14.4 
Sat ExS SS 10. Soldiers of Fortune (MCA) xyw Thurs. 6:00 ..21.1 8. Sea Hunt (Ziv) won Wed. 8:30 13.9 
(Actual page size is 84” x 11”) | 10. Brave Eagle (CBS) xyw Mon. 6:00 ........ 21.1 9. Cisco Kid (Ziv) wen Mon. 6:00 13.7 
= | ll. Kit Carson (MCA) wews Sun. 6:00 ......... 21.0 10. The Honeymooners (CBS) wen Thurs. 9:30 13.5 
12. City Detective (MCA) xyw Sat. 7:00 ........ 19.6 ll. African Patrol (Gross-Krasne) wssM 
ADVANTAGES OF TV-TEAR-SHEETS 13. Captain David Grief (Guild) xyw Wed. 7:00 ..19.0 Tues. 9:30 ..... FP Dine 
1. No projection equipment needed. 14. Douglas Fairbanks Presents (ABC) wews 11. Bugs Bunny (AAP) wen M-F 6:30 13.3 
2. Inexpensive copies are available. LSS Fee ay eee. ope i Ae 17.8 12. Sky King (Nabisco) wen Thurs. 6:00 12.4 
3. Individual scenes and audio can be care- 14. Western Justice (Judge Roy Bean) (Screencraft) 13. Official Detective (NTA) wen Wed. 9:00 12.3 
fully studied. fe a eee 17.8 14. Flash Gordon (Guild) wweq Sun. 12:00 ....11.9 
4. If we do not have the commercial you 14. San Francisco Beat (CBS) won Wed. 9:30 ..11.9 
want in our library, we will take it ‘off TOP FEATURE FILMS 
the air’ for the same price. 1. Six O'Clock Adventure kyw Tues. TOP FEATURE FILMS 
- & : . 6:00-7:30 p.m. ..... Be = fy Re Re 25.6 
We will monitor any TV commercial in the 4 de » . 1. Best of MGM waem Sat. 10:00-12:00 a.m. . .33.4 
s 2. Six O'Clock Adventure krw Wed. a r a 
New York area at any hour of the day or night 6:00-6:55 p.m. 22.2" 2. Movie 5 wnee Sun. 9:30-11:00 p.m. 18.7 
. y L ee ee eee PMs Ts be. Gadsk bens acwesdbesagen x . . 11: ; 
upon two hours’ notice. Mobile units are now 7 Adiey Aven’ Thee uxw Sen. 3. Feature Film wen Fri. 10:00-11:45 p.m. _— 
under construction and will soon be ready to 10:30-12:45 a.m 21.0 4. Shock Theatre wexe Sat. 10:00-11:30 p.m. 16.7 
. a B : hi akc oan o nicekpe eed dekcee been J Te : 
operate in all major markets. 4. Best of Hollywood xyw Fri. 11:20-1:30 a.m. ..19.1 - most ees ye agg me 
5. Home Theatre kyw Sat. 11:10-1:25 a.m. ..... 18.6 aera i eo. ee 
All individual reports are enclosed in acetate - r 
deus Gated t 2 testhareien Utter TOP NETWORK SHOWS TOP NETWORK SHOWS 
DB, Pe Tietew BEI «on vecbicnsss Sedgsdy smdevnd 43.8 1. Perry Como WEG ......ccccecee se ccccceess 49.4 
Brochure on request. BRO SCE edna seth eke coavesedcedy 43.5 2. Gunsmoke wae ... Ries Seca 
ee I SEE 2. Soe 5 occa in aniegensaseeen 38.4 3. Person to Person wasM sue nace 
TV-TEAR-SH 4. Lucille Ball-Desi Arnaz wiw .............+.. 37.9 4. Lucille Ball-Desi Arnaz wesm ............ 41.1 
150 East 52nd ~. gi os Y Se eer ere 37.2 5. What's My Line wasm ....... itapeanun 39.9 
as - weet, ew Tor . — BE en eee 36.9 6. Loretta Young Presents wnsqQ cows seen 
Plaza 3-9137 Ao ee a 35.3 7. Danny Thomas wasm ........ ...87.1 
(TV-TEAR-SHEETS are sold for research purposes 8. Wyatt Earp WwEws NG me Kenran eee 34.7 8. Maverick wseke ... cnet banag 2 
only. and are not intended for Gommercis! re-ame.) 9. Loretta Young Presents Kyw ................. 34.5 9. Shirley Temple Storybook wnsg 34.7 
10. Father Knows Best krw ...................- M4 10. This Is Your Life wnsg 34.5 
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Your competition is making his 
pitch ... he makes an accusing claim 
that puts your medium in a poor light... 
the agency man sits up; “Wait, 


let’s see what Standard Rate says’. . 


and if you have a Service-Ad in SRDS 


==you are there 
=>¥ CS selling by helping people buy 





Note: for a thorough, objective a 
all basic media available . 
to carry your Le pasegiget send for a fi 
“What's the Difference . . 

N. Y. C. — Murray Hill 9-6620 
CHI. — Hollycourt 5-2400 + L. A. — Dunkirk 2. B57 





SROS standard Rate & Data Service, Inc. 
the national authority serving the media-buying function 
Walter E. Botthof, Publisher 


1740 Ridge Avenue, Evanston, Ill. Davis 8-5600 
Sales Offices— Evanston, New York, Los Angeles 
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Art Director's Clubs of New York, 
Chicago and Los Angeles 


PLAYHOUSE PICTURES 
Animation Specialists 


1401 North La Brea Avenue 
Hollywood 28, California 
Telephone: HOliywood 5-2193 
360 North Michigan Avenue 
Chicago. 1, Illinois 
Telephone: STate 2-3686 


























THE 
LAUREL 


HARDY 
SHOW 


Gets Top Ratings on 
WBAL-TV, Baltimore 


Wire or phone 
Art Kerman 
today for Zz 


availability 

in your market, \ 

GOVERNOR TELEVISION 

151 West 46th St., N.Y.C. 
JUdson 6-3675 
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ARB City-By-City Ratings for February 1958 


COLUMBUS 
3-Station Market 
TOP SYNDICATED FILMS 


1. The Honeymooners (CBS) wans Sat. 7:00 ....32.2 
2. Highway Patrol (Ziv) wans Tues. 10:30 29.6 
3. Death Valley Days (Pacific-Borax) wens 
Sun. 9:30 .... << 25.4 
4. Whirlybirds (CBS) WIvN en. 7 00 Jchucls ce 
5. Sky King (Nabisco) wens Fri. 6:30 ........21.7 
6. Harbor Command (Ziv) wrvn Fri. 9:30 20.8 
7. Sheriff of Cochise (NTA) wrvn Fri. 10:30 7 
8. Gray Ghost (CBS) wens Fri. 7:30 ..... . .20.4 
9. Annie Oakley (CBS) wens Mon. 6:00 ......19.6 
10. Our Miss Brooks (CBS) wens Sun. 6:30 19.3 
11. Official Detective (NTA) wiwe Wed. 7:00 19.0 
2. Last of the Mohicans (TPA) wens Sat. 10:30 ..17.9 
13. Mama (CBS) wens Wed. 6:30 ... ..176 
13. Sea Hunt (Ziv) wens Thurs. 8:00 17.6 
14. Popeye Theatre (AAP) wans 
Tues-Fri. 6:00 eae * poe ‘ 17.5 
TOP FEATURE FILMS 
1. Best of MGM wiwe Sun. 5:30-7:30 p.m. 33.0 
2. Something Different wrvn 
Sat. 10:30-12:10 a.m. 20.7 
3. Sunday Showboat wrvn Sun. 12: 30- 4: 1S | p-m. ..17.5 
4. Late Home Theatre wrvn 
Fri. 11:00-12:30 a.m. . ; 13.8 
5. MGM Theatre wiwc Sat. 11:20-1:30 a.m. 10.6 
TOP NETWORK SHOWS 
1. Gunsmoke wans - x , 49.6 
2. Wyatt Earp wrvn ..... ; : 45.2 
3. Lucille Ball-Desi Arnaz wans ............ 45.1 
MED -. << cwdacedncsesuscesmames 41.8 
ee ee ee ee 41.2 
Sf ee es ee 
De CIID nn cick cnt wncnccsebeces 36.8 
De I I en cided ci cacdcccdcnsedeaad 36.7 
9. I've Got A Secret wans ........ eee 
9. Red Skelton wens . 56 aie ‘ ..33.5 
HONOLULU 
4-Station Market 
TOP SYNDICATED FILMS 
1. Highway Patrol (Ziv) xuta Wed. 8:30 ...... .33.6 
2. Captain David Grief (Guild) xeme Fri. 9:05 . .28.8 
3. Sheriff of Cochise (NTA) xcms Sun. 7:30 26.7 
4. Annie Oakley (CBS) xuta Wed. 7:30 26.0 
5. Code 3 (ABC) xemp Tues. 9:00 .............23.3 
6. Silent Service (NBC) xona Wed. 8:30 .. . 22.6 
7. Whirlybirds (CBS) xona Tues. 8:30 ...... 22.0 
8. Commando Cody (H-TV) xcms Sat. 5:30 ....20.8 
9. Decoy (Official) xcmp Sat. 7:00 ....... 19.4 
9. Last of the Mohicans (TPA) xuta Wed. 8 :00 19.4 
10. State Trooper (MCA) xuta Wed. 9:00 . 19.7 
11. Harbor Command (Ziv) Kona Sun. 9:05 . 19.0 
12. O. Henry Playhouse (Gross-Krasne) Kcms ; 
Fri. 7:30 . 18.5 
13. Search for ‘ates (Bagnall) KONA 
Tues. 7;00 aan bles vinaig Ce 
14. City Detective (MCA) - KULA Fri. 9:00 bd oune 17.1 
15. Boots and Saddles (NBC) Kuta Tues. 8:30 ...16.9 
TOP FEATURE FILMS 
1. Night Owl Theatre xcmp Sat. 9:35-11:30 p.m...31.7 
2. Matson Movie Kona Mon. 9:00-10:30 p.m. 25.4 
3. Hawaiian Electric Theatre Kona 
Thurs. 9:00-10:49 p.m. ........... ree 
4. Feature Film xona Mon 7:30-9:00 p.m. one 
5. Academy Award Theatre kava 
a eee eee 15.6 
TOP NETWORK SHOWS 
Rp ee eee 
2. Disneyland xuta ...... piabasd te esaid ana take ae 
3S. Name That Tume RCMB ..............2.5-- -41.9 
Oc SED. Sb on o0 chs can en cee eka netsckrwke 41.3 
5. Lineup Komp ........ i gndgausasalepedieseaam 36.8 
Ce TED. gcccuss s bstmctbeotesvcsesd 36.2 
VID TBA 3g onck vc vncccccctcaweetdeeed 35.4 
Ce SY MEIN, 0.5 cncciesels ovata baaemallecs 35.1 
ee ee ee 34.0 
30. Highway Patrel RUA ..... 2... sccccccscces. SRS 
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EL PASO 
3-Station Market 
TOP SYNDICATED FILMS 


Whirlybirds (CBS) xrop Wed. 7:00 ...... 
Sheriff of Cochise (NTA) xrop Mon. 9:30 .. 
26 Men (ABC) xrop Tues. 7:30 ; . 
State Trooper (MCA) xnrop Tues. 8:30 .... 
Boots And Saddles (NBC) xrsm Tues. 9:00... 
Gray Ghost (CBS) xrop Sun. 7:30 

Last of the Mohicans (TPA) xTsm 

Fri. 7:30 ‘ < 

Silent Service (NBC) xrsm Sat. 9:00 
African Patrol (Gross-Krasne) Krop 

Fri. 9:00 


. Decoy (Official) xtsm Tues. 8:30. 3 
. Highway Patrol (Ziv) xrsm Sun. 9:30 ... 
. Sky King (Nabisco) xrop Sat. 5:00 

ll. 


Popeye The Sailor (AAP) Krop 

ee Ba Wet OG. Sirwek Cacteasussedeae ‘ 
Sea Hunt (Ziv) xtsm Fri. 9:00 ......... 
Harbor Command (Ziv) xKrop Wed. 9:30 . 


TOP FEATURE FILMS 


. Premium Theatre xrop Fri. 9:30-11:15 p.m. 
. Premiere Playhouse Krop 


Sat. WsBO-BBWO OMe. cicacdccicvsccesccs 


. Shock Theatre xetp Sat. 10:00-12:15 a.m. .. 


Movie Matinee xrop Wed 3:00-4:30 p.m. 
Movie Matinee xrop Mon. 3:00-4:30 p.m. 


TOP NETWORK SHOWS 


Gunsmoke Krop ; 

Lucille Ball-Desi poee SD nk'd0s+0 cranbans 
Have Gun, Will Travel xrop 

Perry Mason Krop , 

Roy Rogers Chevy Show xTsM < Ses 
Ed Sullivan Krop ow 

Loretta Young Presents KTsM ; abe cet 
$64,000 Question Krop A £2 
Trackdown Krop ‘ oaskveenvededes 
Bob Hope KTsM 

Playhouse 90 KRop 


WASHINGTON 
4-Station Market 
TOP SYNDICATED FILMS 


1. Highway Patrol (Ziv) wror Sat. 7:00 ........ 


te 


orwne 


Syeerane eye 


—~ 
o 


- Have Gun, Will Travel 


Science Fiction Theatre (Ziv) wat 

Sun. 6.00 hea wkss a ewons 
Gray. Ghost (CBS) WToP Sat. 10.30 
Annie Oakley (CBS) wror Fri 7:00 ......... 
Frontier Doctor (H-TV) wat Fri. 6:30 
Brave Eagle (CBS) wmat Fri. 6:00 ........... 
Sea Hunt (Ziv) wma Fri. 10:30 ......... 
The Honeymooners (CBS) wrc Tues. 10:30 . 


. Last of the Mohicans (TPA) wrac Wed. 7:00 . 
. Silent Service (NBC) wror Tues. 10:30 ..... 
. 26 Men (ABC) wmat Sun. 6:30 ..... é 

. Sheriff of Cochise (NTA) wre Thurs. 7 :00 ‘ 
. Men of Annapolis (Ziv) wror Tues. 7:00 .... 
. Martin Kane (Ziv) wac Wed. 10:30 ....... 
. Sheena, Queen of the Jungle os | wMAL 


Mon. 


TOP FEATURE FILMS 


. Safeway Theatre wmat Sat. 10:30-12:30 a.m. 


Late Show wrop Fri. 11:15-1:45 a.m. ...... 
Late Show wrop Sat. 11:15-1:30 a.m. 


. Early Show wrorp Mon. 5:00-6:30 p.m. . 
- Early Show wror Tues. 5:00-6:30 p.m. 


TOP NETWORK SHOWS 


Gunsmoke wrop 

Perry Como wre 

Wyatt Earp wMar .. 

Shirley Temple Storybook 1 wre 
Maverick wWMAL . as 
Lucille Ball-Desi Arnaz wror 

Sugarfoot wma. 

Person to Person wror 

Perry Mason wror ...... —e 
Alfred Hitchcock Presents wror ... 


37.5 
36.1 
33.9 
32.5 
31.3 


29.8 


29.4 


28.4 


19.8 


. 19.1 


16.7 


. 15.9 


-15:3 
15.2 


14.4 
14.1 


. 14.0 
.13.4 


13.0 


. 12.7 


. -12.7 


19.3 
14.1 
11.3 
10.8 
10.7 
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- Fabulous 52 xnxr Sat. 
- Colgate Theatre xrrv Fri. 8:00-10:00 p.m. .. 
. Premium Performance xtrv Sun. 


ee ernranrwnre 


. Sugarfoot Kasc 


. Mama (CBS) wero Mon. 7:00 ... 
- Harbor Command (Ziv) wrro Sat. 7:00 ....... 
- Popeye’s Cartoon Theatre (AAP) wrro 


. Secret Journal (MCA) wrro Tues. 7:00 

- The Honeymooners (CBS) wero Thurs. 7:00 . 
. State Trooper (MCA) war Wed. 10:30 ...... 
. Victory At Sea (NBC) wan Sun. 12:30.... 
. Wild Bill Hickok (Screen Gems) wrro 


. Shower of Stars wrro 


. News; Big Show (Sat.) war 
. Adventures of McGraw war 
- Restless Gun war 


yer eyeenr 


ARB City-By-City Ratings for February 1958 


LOS ANGELES 
7-Station Market 
TOP SYNDICATED FILMS 


. Death Valley Days (Pacific-Borax) xnca 


Thurs. 7:00 


. Highway Patrol (Ziv) xrrv mweR 9:00 paceaed 
..148 


Dick Powell (Official) xnxt Sat. 9:30 . 
Search for Adventure (Bagnall) xcor 
Thurs. 7:00 
The Honeymooners (CBS) xnxr Thurs. 7:00 
Amos ’n Andy (CBS) xnxr Sun. 6:00 : 
Men of Annapolis (Ziv) xnxt Thurs. 7:30 ... 
Sheriff of Cochise (NTA) xrrv Sat. 7:30 
Studio 57 (MCA) xrrv Sat. 8:00 .... 


. Harbor Command (Ziv) xrrv Sat. 7:00 ...... 
. Popeye The Sailor (AAP) xrta M-F 6:00 


Sun. 5:00 .... 


. Whirlybirds (CBS) » KEJ ; Mon. 7: 30. Sanh seeeees 
. Little Rascals (Interstate) xny 


M, Tu. Th & Fri. 7:00 


. Bugs Bunny Cartoons (AAP) xrta Sun. 6:00 .. 
. Harbor Command (Ziv) xrrv Mon. 9:30 ...... 
14. 


26 Men (ABC) xnca Mon 7:00 ............. 


TOP FEATURE FILMS 
10:00-12:00 a.m. 


9:00-11:10 p.m. 
Sunday Premiere xrta Sun. 7:30-9:30 p.m. .. 
Big Hit Movies xnxr Fri 11 :00-12:30 a.m. 
Channel 9 Movie Theatre kus Mon. 
9:00-10:30 p.m. 


TOP NETWORK SHOWS 


- Lucille Ball-Desi Arnaz Knxt ....... 
. Gunsmoke KNxt pa einn 
- You Bet Your Life mnca .................0%. 
. People Are Funny Krca ............ 
. Shirley Temple Storybook xrca . 

. Phil Silvers xnxr ....... . 


Wagon Train xrca . 
Have Gun, Will Travel xnxr 
Perry Como xrca 


PROVIDENCE 
2-Station Market 
TOP SYNDICATED FILMS 


- Death Valley Days (Pacific-Borax) war 


Mon. 7:00 ..... 


. Silent Service (NBC) : WJAR » Wed. 7 00 . as oe 
- Highway Patrol (Ziv) wsarn Tues. 10:30 


Annie Oakley (CBS) war Fri. 6:30 
Sky King (Nabisco) war Thurs. 6:30 


Sat. 8:00 a.m. we Raiden <ehbes 
Sea Hunt (Ziv) wrro ; Sat ‘10: 30° 


Sun. 12:30 ...... 


. Kingdom of the Sea (Guild) 9 WPRO ; Set. ‘Ss: :00 Si 


TOP FEATURE FILMS 
Big Show war Sat. 10:45-12:15 a.m. ...... 
Big Show war Sun. 10:35-12:30 a.m. ....... 


. Early Show war Wed. 9:00-6:15 p.m. ..... 
. Early Show wyar Fri. 
. Early Show wyarn Tues. 5:00-6:15 p.m. 


5:00-6:15 p.m. 


TOP NETWORK SHOWS 
Gunsmoke wrro 
I've Got A Secret wrro 
The Millionaire wrro 


Perry Como war 
Playhouse 90 wpro 
Hall of Fame war 


. 18.9 


15.3 


14.6 


14” 
13.0 


.. 116 
- 112 


11.0 


...101 


9.4 


. 212 
..16.3 
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18.9 


17.2 
16.5 


1. 


een ereer: 


~ 
o 


11. 
12. 
13. 
14. 


“orwr 


_ 
o 


Yr ewnre 


-_ 
— 


ll. 


we 


ad 


"> 


Pe rareene 


a 
° 


PEM AMS wt 


NEW YORK 
7-Station Market 
TOP SYNDICATED FILMS 
Sea Hunt (Ziv) wees Sat. 10:30 


If You Had A Million (MCA) wess Sat. 7 00 
Highway Patrol (Ziv) waca Mon. 7:00 


The Honeymooners (CBS) waca Tues. 7:00 . 


Code 3 (ABC) wrca Wed. 10:30 
Annie Oakley (CBS) wasc Sun. 6:00 
Silent Service (NBC) waca Fri. 7:00 


. Mike Hammer (MCA) wess Tues. 10:30 
. The Vise (Thompson-Koch) waca 
:30 


Tues. 10 


. Death Valley “as (Pacific-Borax) WRCA 


Wed. 7:00 .... 

Annie Oakley (CBS) wasc , Set. 6:30 

Life With Father (CBS) wri Fri. 8:00 

Amos "n Andy (CBS) wrx M-F 6:30 ..... 

bg The Sailor samredd wrix M-F 6:00 
5:30 


. Looney ine (Guild & AAP) » WABD 


M-Sat. 6:30 . 


TOP FEATURE FILMS 


Movie 4 waca Sun. 10:30-1:00 a.m. ...... 
Late Show weas Fri. 11:1%1:30 a.m. 

Movie 4 waca Sat. 11:15-1:30 a.m. . - 
Late Show wess Sat. 11:15-1:15 a.m. ...... 
Pix For A Sunday Afternoon wess Sun. 
1:00-2:30 p.m. 


TOP NETWORK SHOWS 


Perry Como wrca . 
Person to Person wcss 
Gunsmoke wcess 
Playhouse 90 wees ee 
Lucille Ball-Desi Arnaz wees .. 
Alfred Hitchcock Presents wcss 
Loretta Young Presents wrca 
Shirley Temple Storybook wrca 
You Bet Your Life wrca 


. What’s My Line wess 


OMAHA 
3-Station Market 
TOP SYNDICATED FILMS 


Mr. District Attorney (Ziv) wow Sat. 9:30 . 
Sheriff of Cochise (NTA) xmrv Wed. 9:30 . 


Last of the Mohicans (TPA) wow Sat. 5:00 
State Trooper (MCA) xmtv Tues. 9:30 
Sky King (Nabisco) wow Sat. 5:30 
Popeye The Sailor (AAP) xmtv 

M-F 6:00, Sun. 5:00 cide 
Whirlybirds (CBS) wow Tues. 9:30 , 


Ramar of the Jungle (TPA) wow Sat. 4:00 . 


Gray Ghost (CBS) xerv Thurs. 9:00 


Casey Jones (Screen Gems) xetv Fri. 6:00 


. Gray Ghost (CBS) xerv Tues. 6:00 . 


Harbor Command (Ziv) xK™mtv 
Thurs. 8:00 


. Boots And Saddles (NBC) KETV Wed. 6: 00 
. Highway Patrol (Ziv) wow Fri. 10:30 
. The Honeymooners (CBS) xmtv Sun. 9:30 


TOP FEATURE FILMS 


- Best of Hollywood xerv Sun. 1:30-3:15 p.m. 


Movie Masterpiece KETV 
Thurs. 9:35-11:15 p.m. 

Movie Masterpiece KEtTv 
Tues. 9:35-11:15 p.m. 


New Movie xmrv Sat. 10:35-12:45 a.m. . 


. First Nighter xetv Sun. 9:45-11:15 p.m. .. 


TOP NETWORK SHOWS 


Gunsmoke wow 

Cheyenne KETV : 

Wyatt Earp kerv 

Danny Thomas wow Ca Pe 
What's Bie Gane WoW aa. . duke nsaeee ans. 
Tales of Wells Fargo xkmtv ..... 

Loretta Young K™MTV 

Wagon Train KMTV ............. 
Maverick KETV 


. Restless Gun xmtv . 


. -20.7 


18.6 


.. 128 
.. 119 


11:6 


17.0 


15.7 











advertisers 
choose 
Te) 


because... 


e@ 27.4% more daytime circulation than 
the other Rochester channel (NCS #2) 
e@ Greatest power 
e@ Unsurpassed local programming 
and personalities 
e@ Stable labor market with one of 
the highest per capita incomes 
e Best merchandising— 
best advertising results 


Represented by Peters, Griffin, Woodward, Inc. 


WROC-TV 


NBC -—-ABC Channel 5 
ROCHESTER 


SYMBOL OF SERVICE 


A TRANSCONTINENT STATION 


WROC-TV, Rochester « WGR Radio, WGR-TV, 
Buffalo « WSVA Radio, WSVA-TV, Harrisonburg 





60,000 TV 
HOMES 
Hous TvI2 


“Helena 


KXLF TV4 


Represente d by 


The Walker Company -East 


Pacific Northwest 
Brondcasters- West 
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Animated and Live Action Films 
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New ABC (Continued from 62) 


west manager, has been promoted to 
the new post of central division man- 
ager and will be responsible for sales 
direction in 20 states. Mr. Anderson 
has been with the company for the 
past several years, previously having 
worked for MPTV in the southwest and 
as film director for WFAA-TV Dallas. 

ABC’s sales for the first two months 
of 1958 were reported 63 per cent 
higher than for the same period in 
1957, despite the fact that no new 
properties were released since the first 
of the year. The last half-hour series 
put into syndication by ABC is 26 Men, 
which came out last summer. 

Galaxy 20, a package of feature films 
released early this month by the com- 
pany, has been sold to wcss-tv New 
York, KNxT Los Angeles, wcau-Tv Phil- 
adelphia, KTvU San Francisco, WTIC-TV 
Hartford, wraa-tv Dallas, KoMo-TV 
Seattle, woop-tv Grand Rapids and 
WDAX-TV Scranton. Stars in the films 
include Alec Guinness, James Mason, 
Rex Harrison, among others. 


GOLD MEDAL FPA MEMBER 

The Gold Medal Studios was re- 
cently elected to membership within 
the Film Producers Association of New 
York. Headed by president Martin 
Poll, Gold Medal has actively sup- 
ported the FPA efforts to gain in- 
creased civic support for New York’s 
motion-picture industry. To augment 
the city’s production facilities, Gold 
Medal has acquired a new Mitchell 
rear-screen projection device which it 
is making available to all film produ- 
cers on a rental basis. Two new stages 
have been added to the company’s Bio- 
graph Studios lot, and a new “western” 
stage at the Cimmarron Ranch just 
outside the city. 











ACADEMY PICTURES INC. 


STOCK SHOTS 


for 


DOCUMENTARIES 
Over 6,000,000 Feet of Classified 
Multi-Subject Footage 


FILMVIDEO 


333 West 52nd St., New York 19, WN. Y. 
CIRCLE 6-4821-22 




















Joseph Morton (left) has been ap- 
pointed Administrative Assistant, Sales, 
for Wilding Picture Productions, Inc. 
He will also continue to supervise mid- 
west production and sales with Ted 
Wescott (right) who has joined the 
company as Midwest Manager of Tv 


Sales. 


ZIV SALES EXPANSION 

With sales jumping for Ziv’s Targez, 
Sea Hunt and Highway Patrol series, 
the company has expanded its sales 
force with the appointment of 11 new 
account executives. Two promotions of 
present staff members were also made. 

Richard Stark, formerly with ABC- 
TV network sales, has joined Ziv’s 
New York national office. Leon Taylor, 
from WALB radio Albany, will be as- 
signed to Florida. Harry Littler will be 
assigned to Atlanta, coming to Ziv 
from WLW-A in that city. 

Pat O’Brien, previously with United 
Artists, will work out of the Chicago 
office. Michael Eisler and Robert Neece 
have joined the Ziv central division, 
working in Louisiana and Texas, re- 
spectively. Mr. Eisler has had his own 
advertising agency in Oklahoma and 
Mr. Neece was with KWK radio St. 
Louis. 

In_ the Lloyd 
Coney, who was with KSL-Tv Salt Lake 
City, will cover Los Angeles. Jack 
Ellison, formerly with KVAN radio 
Portland, will service Oregon. William 


western division, 


Guy will work in California, previ- 
ously having been with KBTVv Sacra- 
mento. Ed Germaine, who has worked 
in sales and distribution throughout 
several western states, will cover Mon- 
tana. 

Appointed to the Cisco Kid sales 
division were Robert Burrows, for- 
merly with WAVE-Tv Louisville, and 
William Riker, who has been with 
radio and ty stations in Harrisburg 
and New York. 

Promoted to the posts of spot sales 
manager were John Davidson and Don 
Brogdon. Mr. Davidson will headquar- 
ter in Atlanta, having been a Ziv ac- 

















count executive for three years. Mr. 
Brogdon will work from the Dallas 
office and has been with the company 
for five years. 

Recent sales of Target bring the 
total number of markets for the series 
to 74. R. J. Reynolds Tobacco Co. has 
made alternate-week purchases of Sea 
Hunt in nine markets and Highway 
Patrol in 16 others. 

Added to the Ziv advertising staff 
is Arthur Plaut, who will head a newly 


tage 





ARTHUR PLAUT 


created special-projects department. 
Mr. Plaut has been associated with the 
Gordon Broadcasting Co. for the past 
four years and served as assistant to 
the president, handling sales promo- 
tion, advertising and publicity. 


‘ALL-STAR GOLF’ TO RESUME 

A sports-show success during the 
1957-58 season, All Star Golf has been 
set by Miller Brewing Co. of Milwau- 
kee and the ABC-TV net to resume in 
October for 26 shows. The brewery 
will sponsor the show on a 50-per-cent 
basis with the balance open for sale at 
present. Walter Schwimmer, Inc., dis- 
tributes the hour film for Saturday 
showing. 

The original programs seen on the 
network last season have been released 
as a syndicated series titled Top Pro 
Golf. Recent sales of the films were 
made to WBKB Chicago, wxyz-Tv De- 
troit and Kstp Minneapolis, among 
others. 


TORONTO FILM STUDIO 

A new studio for both tv and feature- 
film production will be located in 
downtown Toronto shortly. The studio, 
constructed for Toronto International 
Film Studios, Ltd., will be completely 
equipped with modern cameras, light- 


ing, recording and projection equip- 
ment. An adjunct of the studio will be 
a 150-acre ranch on the outskirts of 
the city for location filming, with 
eventual building of an entire studio 
city planned. 

President of the recently incor- 
porated company is N. A. Taylor, a 
leading figure in Canadian motion- 
picture production. Vice president 
David Griesdorf is president and gen- 
eral manager of NTA Telefilm, Ltd., 
of Canada. 


MACKENZIE REPLACEMENT 

A rerun package of select films from 
the Schlitz Playhouse and General 
Electric Theater will replace the Gisele 
Mackenzie Show on NBC-TV through 
the spring and summer. Revue Produc- 
tions, Inc., produces both the Schlitz 
and GE programs. Miss Mackenzie’s 
live program ends March 29 and will 
be succeeded the following week by 


the as yet unnamed film series. 





| a Dene ae Oh a do er 


3 Good Reasons Why It Will Pay You To 
FOLLOW THE TREND 
TO TRANSFILM 





Ns 


NED SMITH, Creative Director 

Mr. Smith is available as a creative consultant 

on TV spots, offering clients the benefit of 15 years 
of experience as an agency creative executive. 








CHARLES H. WASSERMAN, Director 

A veteran of more than 25 years in motion pictures, 
Mr. Wasserman has directed every type of film 
commercial for every type of account. 





JOSEPH BRUN, A.S.C., Dir. of Cinematography 
Mr. Brun has had more than 30 years experience 
on every type of film project all over the world. 

An Academy Award nominee for cinematography. 


Plus a complete, permanent staff of highly creative technicians 
using mid-town Manhattan’s best equipped film studio. 





DURING FEBRUARY ALONE, TRANSFILM PRODUCED TV COMMERCIALS FOR 29 
DIFFERENT ACCOUNTS: TED BATES (Domino Sugar, Hunt Club Dog Food, Rolaids, 
Siesta Coffee)/BATTEN, BARTON, DURSTINE & OSBORN (U. S. Steel)/COHEN & 
ALESHIRE (Utica Club)/DOYLE DANE BERNBACH (Chemstrand Nylon)/DUQUESNE 
LIGHT COMPANY (Duquesne Light Company)/THE GREATER NEW YORK FUND (The 
Greater New York Fund)/GREY (G-E Flash Bulbs, R. H. Macy, Ronson Shaver, 
Quinsana)/LAWRENCE C. GUMBINNER (Herbert Tareyton)/KENYON & ECKHARDT 
(RCA TV Sets)/LENNEN & NEWELL (Ad Detergent, Lustre-Creme, Lustre-Net)/MAC 
MANUS, JOHN & ADAMS (Cadillac)/MARSCHALK & PRATT — DIVISION OF McCANN- 
ERICKSON (Dutch Boy Paint)/FABERGE, INC. (Juliette Margien)/J. M. MATHES 
(Satin Sponge)/C. L. MILLER (Mazola Salad Oil)/OGILVY, BENSON & MATHER 
(Helena Rubinstein)/PARKSON (Conti Lectric Shave, Serutan)/J. WALTER THOMP 
SON (Cut-Rite Wax Paper, Scripto Satellite)/YOUNG & RUBICAM (Lipton Tea). 





if you'd like to know more about us, write or phone 


EAST: 35 WEST 45th STREET, NEW YORK 36, N. Y. 
Telephone: JUdson 2-1400 


MIDWEST: CARLTON HOUSE, PITTSBURGH 19, PA 
Telephone: GRant 1-6627 


PRODUCERS OF QUALITY FILMS TO FIT EVERY BUDGET 
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re: Victor Borge Show 





“THE COMMERCIALS WERE 
IMAGINATIVE AND BRIGHT” 


NEW YORK TIMES 
“THE COMMERCIALS WERE LIGHT, 


ENTERTAINING AND HUMOROUS” 
N. Y. HERALD TRIBUNE 
“ . . . THE COMMERCIALS WERE FUNNY” 
N. Y. WORLD TELEGRAM & SUN 

“ ... THE COMMERCIALS WERE FUN” 
N. Y. DAILY NEWS 

“ ... THE COMMERCIALS HAD WIT” 

TIME MAGAZINE 




















PRODUCED BY 


J. PRODUCTIONS, INC. 











PRODUCERS 

of the 

FINEST in FILMS 
--QUALITY-- 


Qualified Staff producer-director 
Unites all T. V. departments into 





A strong team to assure you the 
Last word in creative QUALITY 
I. all W. C. D. productions— 

, preene with one producer is 


, guarantee of the finest in film. 
WE KNOW HOW—WE CAN DO 
WONDSEL, CARLISLE & DUNPHY, INC. 


1600 Broadway, New York 19, N. Y. e Circle 7-1600 
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John J. Brennan, formerly with NBC 
in a number of positions, including 
those of general accountant and busi- 
ness manager of WRCA-TV and WRCA 
New York, and of the net’s o. and o. 
stations, has been appointed to the post 
of director of business affairs at Cali- 
fornia National Productions, Inc. Mr. 
Brennan has also been associated with 
public accounting firms and the RCA 
tax department. 


INTERSTATE’S ‘MARCO POLO’ 


Production within 60 days is slated 
to begin on The Adventures Of Marco 
Polo, a new series from Interstate Tele- 
vision Corp. Plans call for 39 half-hour 
films to be lensed in color on location 
in the Far East. Casting is going on 
currently. 


Film Commercials 


ACADEMY PICTURES, INC. 


Completed: Procter & Gamble Co. (Prell 
shampoo), B & B; Mentholatum Co. (Col- 
ban), JWT; Holsum United Bakery Pro- 
gram (bread), W. E. Long; Brown & Wil- 
liamson Tobacco Corp. (Kool cigarettes), 
Bates; Union Carbide Corp. (institutional), 
Mathes; National Biscuit Co. (Hometown 
bread), McCann-Erickson; Sterling Drug, 
Inc. (Fletcher’s Castoria), Carl S. Brown; 
Sweets Co. of America, Inc. (Tootsie Roll), 
direct; Sealtest, Inc. (ice cream), Ayer; 
General Electric Co. (Live Better Electric- 
ally), BBDO; Lever Bros. Co. (Rinso), 
JWT; Toronto Hydro Electric Co. (Live 
Better Electrically), Foster. 

In Production: Gunther Brewing Co., Inc. 
(beer), L&N; National Safety Council (safe- 
ty-public service), Campbell-Ewald; Brown 
& Williamson Tobacco Corp. (Kool ciga- 
rettes), Bates; California Oil Co. (Calso 
gasoline), BBDO; Detroit Edison Co. (Live 
Better Electrically), Campbell-Ewald; Rem- 
ington Rand, Inc. (shavers), Y&R; Holsum 
United Bakery Program (bread), W. E. 
Long; Sylvania Electric Co. (light bulbs), 
JWT; Columbia Records, Inc. (records), 
McCann-Erickson; J. L. Prescott Co. (Dazzle 
bleach), Monroe F. Dreher. 


AMERICAN FILM PRODUCERS 


Completed: Uddo & Taormina Co. (Progresso 
food products), Carlo Vinti; Esso Standard 
Oil Co. (gasoline), McCann-Erickson. 

In Production: Pharmaco, Inc. (Medigum), 























DCS&S; National Biscuit Co. (Nabisco- 
Oreo), McCann-Erickson. 


COUSENS-BLAIR 
PRODUCTIONS, INC. 


Completed: Union Carbide Corp. (insect 
repellant), Mathes; Lever Bros. Co. (Praise 
beauty bar), Cockfield, Brown; National 
Distillers Products Corp. (Old Crow), 
Lawrence Fertig. 

In Production: Colgate-Palmolive Co. (Fab, 
Gardol), Colgate International. 


SHAMUS CULHANE 
PRODUCTIONS, INC 


Completed: Miles Laboratories, Inc. (Alka- 
Seltzer), Wade; Quaker Oats Co. (Puffed 
Wheat and Rice), Wherry, Baker & Tilden; 
U. S. Air Force, EWR&R; Alberto-Culver 
Co. (VO-5, Silken Rinse), Wade; Knomark 
Mfg. Co. (Esquire shoe polish), Mogul; Per- 
sonal Products Corp. (Yes), EWR&R; 
Molson’s Brewery, Ltd., MacLaren; Mon- 
santo Chemical Co. (All), = Prudential 
Insurance Co. of America, 
In Production: American Chicle Co. (Rol- 
aids), Bates; Quaker Oats Co. (Muffets, 
Sugar Puffs), Wherry, Baker & Tilden; 
S. Air Force, EWR&R; Miles Labora- 
Fin Inc. (Alka- Seltzer), Wade; Nestle 
Co., Inc. (Quik), E. W. Reynolds; Keebler 
Biscuit Co. (crackers), Baldwin, Bowers & 
Strachan; Colonial Stores, Inc, (LN&B) ; 
Bird & Son, Inc. (floor covering)» , Humphrey, 
Alley & Richards; Alberto-Culver Co. (VO- 
5), Wade. 


DYNAMIC FILMS, INC. 


Completed: Glamorene, Inc. (rug cleaner), 
Product Services. 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: Hills Bros. Coffee, Inc. (instant 
coffee), Ayer; General Motors (Wide Wide 
World show opening), MacManus, John & 
Adams; American Tobacco Co. (Your Hit 
Parade show opening), BBDO; New York 
Telephone Co. (yellow pages), BBDO. 

In Production: Standard Brands, Inc. (Royal 
Instant pudding), MacLaren; F. & M. Schae- 
fer Brewing Co. (beer), BBDO; Colgate- 





Jose di Donato has been appointed 
manager of tv client service at Sound 
Masters, Inc., where he is the latest 
addition in the company’s planned ex- 
pansion of the tv commercial film de- 
partment. Mr. di Donato has served as 
an executive film producer at several 
leading advertising agencies in New 
York City. 








TV COMMERCIALS « « + 
with 
originality 
of 
concept 
and 


execution 


ov . ‘ B 
Vidicam pictures corporation 


studios and production facilities at 


210 EAST Sth STREET, NEW YORK 3, N. Y. 
Telephone Algonquin 4-7102 

















GUFFANTI 


means QUALITY 


film processors for over 25 years 


@ Complete Lab Service @ Highly-trained Techni- 


@ 35.mm and 16 mm black cians 
and white and color @ Specialized Service 


‘The Most Progressive Independent Laboratories” 


GUFFANTI Film Laboratories, Inc. 


630 Ninth Ave., New York 
COlumbus 5-5530 


March 24, 1958, Television Age 75 











Palmolive Co. (Fab), Bates; Esso Standard 
Oil Co, (Imperial Esso gasoline), MacLaren. 


CURRENTLY PRODUCING FOR... GRAY & O°REILLY 
BENTON & BOWLES, INC é LEO BURNETT CO. In Production: American Oil Co. (Amoco 


gasoline), Joseph Katz; General Foods 


COCKFIELD, BROWN & CO.. LID. ° McCANN-ERICSON, INC. Corp. (Jell-O, Minute Rice), Y&R; Nestle 
, ’ Co., Inc. (coffee), Houston; Colgate-Palm- 

DOYLE DANE BERNBACK, INC. LENNEN & NEWELL, INC. = pt eas: Someone, cone s | yond 
" eneral Cigar Co. (White Owl), Y&R; Gen- 

FULLER, SMITH & ROSS, INC. STREET & FINNEY, INC. gm Tice. & Mather Ge. (ines), DrAsor; 


(tires), 
DANCER-FITZGERALD-SAMPLE GREY ADVERTISING AGENCY Teemen J. Tignes, Bae. (ooape),, YOR 


KETCHUM, MACLEOD & GROVE, INC. KEITZ & HERNDON 
BATTEN, BARTON, DURSTINE & OSBORN, INC. Completed: 0. A. Suton Corp, (Vornade 
SULLIVAN, STAUFFER, COLWELL & BAYLES, INC. conditioners), Lago-Whitehead; Lone Star 


In ecg oe re A ore “-p (oil & 
asoline) , McCormick-: strong; L Sta 
SAMPLE REEL UPON REQUEST Gos Co. igas stoves), EWRAR 
KLAEGER FILM 
CALL HOWARD LINKOFF PRODUCTIONS, INC. 


Completed: AMF Pinspotters, Inc. (Pin- 
spotter), Fletcher D. Richards; R. J. 
Reynolds Tobacco Co, (Camel & Winston 
cigarettes), Esty; S. A. Schonbrunn & Co., 


+ s . . 
Inc. (Savarin), FC&B; U. S. Rubber Co. 
i (Koylon), Fletcher D. Richards; Greyhound 
8 Corp. (key routes scenic service), Grey; 


Cadillac Motor Car Div. of General Motors 
Corp. (Cadillac cars), MacManus, John & 
eeu es Ballantine & Sons (beer), Esty; 
General Motors Corp. (safety glass), Mac- 
TELEVISION COMMERCIALS iow, ieee 6 Adee 
~ a ane Motors Corp. aan 
. ide World), MacManus, John & Adams; 
ANIMATION LIVE ACTION Dow Chemical Co. (Saran Wrap), Mac- 
Manus, John & Adams; Greyhound Corp. 
245 W 55 ST N.Y.C | JUDSON 6-1922 (vacation planning, rent-a-car), Grey; P. 
e e jo © owe Ballantine & Sons (beer). Esty; U. S. Rub- 
ber Co. (Keds, textiles, Royalite), Fletcher 
D. Richards; Scripto, Inc. (pens), Donahue 
& Coe. 

















o] 0) - ai —> 4-1 -3- 31-3. (eo; an b-e 4010) - an ee ae) JAMES LOVE PRODUCTIONS 
Completed: Libby-Owens-Ford Glass 0., 
SERVICE & DEPENDABILITY eee aa om 


In Production: Getz Exterminating Co., 
Inc., Harris & Weinstein; Aluminum Co. of 
America (screening), F&S&R. 


MPO TELEVISION FILMS, INC. 


Completed: Philip Morris, Inc. (Parlia- 
ment), B&B; Lever Bros. Co. (Dove), 
Ogilvy, Benson & Mather; Necchi Sewing 
Machine Sales ae enh ; Procter & Gam- 
ble Co. (Dash), 

In Production; ® te. (oil & gasoline), 
C&W; Paper-Mate Co., Inc. (pens), FC&B; 
Lehn & Fink Products Corp. (Tussy), Grey; 
Heublein, Inc. (Andersen Sizzle spray), 
Houston. 











3 
CAMART DUAL SOUND READER prey) —" 
@ Edits single and double system 16mm or 35mm . 
optical sound. In Production: Narragansett Brewing Co. 
@ Synchronized to any picture viewer (beer), C&W; Nestle Co., Inc. (Decaf), 
@ Right to left or left to right operation D-F-S; Sylvan Seal Milk Co. (milk), Lefton; 
@ 16mm or 35mm Magnetic Model.... $195.00 Grand Union Co. (food chain), L. H. Hart- 
@ 16mm or 35mm Optical Model $195.00 man. 
CAMART DAVID PIEL, INC. 
CAR TOP CLAMPS Completed: American Cancer Society (check- 








up and check), direct. 

In Production: McCall Corp. (Betsy Mc- 
Call), direct; Nationwide Insurance Co. 
(auto policy), Ben Sackheim. 


Insure a steady support 

for your newsreel camera 
when atop a station wagon or 
car platform. Weatherproof. 
Set of three $28.00 








: SARRA, INC. 
4 Completed: Brading Div. of Carling Brewery 
tes Te, Co., Inc. (Brading’s ale), F. H. Hayhurst; 
John H. Breck, Inc. (Banish dandruff treat- 
DWAY (at 60th St.) NEW YORK 23, N.-Y.-Plaza7 fs ment & 3 shampoos), Ayer; S. C; Johnson & 





(Continued on page 101) 
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Washington Memo 


VOLUMINOUS REPORT. The cur- 
rent hearings before the Federal 
Communications Commission on the 
Barrow report on television network 
operations are developing a mass of 
material on many aspects of the busi- 
ness, 

Statements, exhibits, charts, studies 
have been prepared to prove or dis- 
prove the case for the reports recom- 
mendations. Thousands of pages of 
testimony on option time, must-buy, 
network service, local programming, 
network station, network-affiliate re- 
lationships, multiple ownership, na- 
tional spot, etc., have been taken. A 
veritable glossary of terminology, in 
which words beginning with the letter 
“ec” stand out, seems to be in the mak- 
ing. Such terms as “competition,” 
“concentration,” “circulation,” “clear- 
ance” and “cancellation” are getting 
quite a workout (much more so than 
“conclusion”). And there are newer 
terms like “fragmentation” and “sub- 
stitutability.” 

Never has so much been brought out 
on the contributions of the owned-and- 
operated stations to the financial struc- 
ture of the networks themselves and 
to the areas they serve. Robert Sar- 
noff, president of NBC, revealed, for 
example, that since 1947 the aggregate 
profits of his network’s o. and o. sta- 
tions have averaged $3,330,000 a year, 
while the network itself has averaged 
$1,270,000 a year. This was all by way 
of showing that the stations provide the 
financial prop which permits the net- 
work to compete in the highly risky 
field of program development. 


” 66 


DENNY EXHIBIT. Are network sta- 
tions important in the diversification of 
mass media? Charles R. Denny of 
NBC introduced a comprehensive ex- 
hibit listing every radio station and 
newspaper, weekly as well as daily, in 
the areas served by each of his net- 
work’s o. and o. stations. Its purpose 
was to show that NBC is but “one of 
many” competing sources of informa- 
tion and news in these markets. 

Does the commission want to know 
how network o. and o. stations serve 


_ 


their communities? ABC brought along 
Selig J. Seligman of KABc-Tv Los An- 
geles to describe the local programs 
offered by this network-owned facil- 
ity. His purpose was to refute argu- 
ments in the Barrow report against 
multiple ownership of stations. 

It is through the examination of 
witnesses, however, that the commis- 
sion will have to establish whatever 
case it may develop to support the 
Barrow recommendations. Thus far, 
the most. extensive questioning has 
been conducted on the direct testimony 
given by Dr. Frank Stanton of CBS. 
The following exchanges (with dele- 
tions) between Dr. Stanton and com- 
mission counsel Robert J. Rawson on 
the subject of option time may shed 
some light on how the commission will 
act: 


PROTECTION UNSOUGHT. Q. “Are 
you not here asking for protection 
from competition from the non-net- 
work sources of film or programs?” 

A. “I don’t think we are. We 
wouldn’t ask for protection against 
national spot or syndicated film, if 
national spot operators or film syn- 
dicators provided a service similar to 
the service a network performs offering 
a station a balanced schedule, a full 
schedule. The film syndicator is not of- 
fering the same kind of service that a 
network is offering, so there isn’t 
equality.” 

Q. “Would it be fair to state that 
you oppose the abolition of option time 
because you believe that networking 
must be shielded from the competition 
of national spot and other non-network 
advertising?” 

A. “I believe I would quarrel with 
the word ‘shield’ in that question, but I 
think, yes, what we want is the protec- 
tion that we think we have every right 
to have in our contracts because there 
is a quid pro quo in our arrangements 
with the stations. 

“T don’t think we are asking for any- 
thing that is unfair. I believe that this 
would be something similar to a real- 
estate situation in which one man has 


made a lease for a particular piece of 
(Continued on page 78) 


- 


— 























Pulse Top 10 Syndicated Shows 


In markets with a tv population of 500,000 to 1 million (Class II) 
Rating based on survey conducted in February 


SAN FRANCISCO Avg WASHINGTON, D.C. Avg DETROIT 
Tv Homes: 807,600 Rtg Tv Homes: 512,500 Rtg Tv Homes: 986,700 
Honeymooners ..27.9 Gray Ghost . 22.7 Highway Patrol 
Stories of Highway Patrol ... 21.2 Popeye ..... . 
d 26.5 Annie Oakley . 
ee Sheriff of Cochise. . 19.5 a 
Science Fiction Frontier Doctor 
Theatre 94.5 Silent Service 19.2 Honeymooners 
Highway Patrol .. . .24.2 Whirlybirds 17.5 Topper 
Harbor Command . .23.9 Errol Flynn Theatre . 16.9 (Frontier Justice) 
Sheriff of Cochise . . 23.9 Ellery Queen . (165 “ ies of the 
r 22.2 entury . 
Bey Steey ° Waterfront ........15.9 Silent Service 
Dr. Hudson’s : 
at Real 21.9 Last of the Mohicans 15.5 Death Valley Days . 
Martin Kane 3 Annie Oakley 15.2 Dr. Christian 
Silent Service 21.2 Badge 714 . ae Three Musketeers . 


BOSTON Avg 


Tv Homes: 873,200 Rtg 

Whirlybirds ....... 27.5 

Annie Oakley ..... . 26.9 

Code Three ....... 25.4 

Honeymooners .... .25.4 

Ave Gray Ghost ........ 24.4 

Rtg Highway Patrol ... . 24.4 

315 Frontier ...... . 24.0 

Harbor Command . . 24.0 

- 26.0 Martin Kane ..... .24.0 

. 25.7 Silent Service .... 24.0 
25.2 

ST. LOUIS Avg 

35 Tv Homes: 560,200 Rtg 

21.5 Death Valley Days . .29.5 

Boots & Saddles 27.5 

Whirlybirds 25.9 

205 State Trooper 25.2 

Annie Oakley . .23.2 

.. 19.2 Highway Patrol . 22.5 

18.7 Passport to Danger. . 22.2 

Men of Annapolis . . .21.7 

18.2 Harbor Command . . 21.2 

18.2 Star Performance . . .19.9 





Memo 


property and he has paid what the 
owner asks and he has planned to op- 


SOUND 
MASTERS 


(Continued from page 77) 

































Producers of television 
commericals for leading 
advertisers in the United 
States. 


Producers of motion pic- 
tures for industry for 


over 20 years. 


165 West 46th Street, 
New York 
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erate in that particular location. Then 
someone else comes along and dis- 
covers that it would be a nice place to 
locate his office or store, and then he 
says, “This is unfair’, that there should 
be this contract for the use of the space. 


NO PARALLELS. “] want to say 
quickly the parallel doesn’t go all the 
way down the line. I don’t know any 
parallels . . . to this business. That is 
one of the reasons why I think it is 
sc difficult to persuade people who 
don’t live in the business 24 hours a 
day and 365 days a year of the need 
for some of the arrangements which 
have been hammered out over many 
years of experience.” 


Q. “Well, isn’t the broadcasting in- 
dustry under the Communications Act 
supposed to be a competitive industry, 
open for all to compete?” 


A. “Certainly, and there is plenty of 
competition in this industry.” 


Q. “Do the agreements with all of 


your primary afhliates have option: 
time provisions?” 

A. “They do.” 

Q. “You do not have option-time 
agreements with all of your affiliates, 
do you?” 

A. “With the 191 affiliates that I de- 
scribed as making up the CBS Tele- 
vision Network we have option time. 
There are other program arrangements 
and secondary arrangements which I 
didn’t include in the 191-station list.” 





STOCK SHOTS 


for 
LIVE TV SHOWS 


Over 6,000,000 Feet of Classified 
Multi-Subject Footage 


FILMVIDEO 
333 West 52nd St., New York 19, W. Y. 
CIRCLE 6-4821-22 




















ington, D.C.; District 7-1957. 





OPERATING EFFICIENCY: Dick Doherty’s basic 12 point cost control program; 
manpower efficiency; film cost savings; analysis of station operating expenses in 
relation to comparable station standards; work flow procedures; records and ac- 
counts; budgetary controls. Write or phone: Richard P. Doherty, TELEVISION- 
RADIO MANAGEMENT CORPORATION, 1816 Jefferson Place, N.W., Wash- 





























TELEVISION AGE 


rT} few more discussions like this 

one,” said Frank Silvernail, 
BBDO’s manager of station relations 
(see Personals), “and tv advertising 
might come to a sudden end.” The 
comment was made, perhaps a little 
facetiously, just after tv interviewer 
Mike Wallace had put several video 
executives on the “hot seat” at a recent 
seminar of the Radio and Television 
Executives Society. 

Of particular interest to the assem- 
bled timebuyers, station representatives 
and agency men were the frank re- 
marks of Martin L. Nierman, who ad- 
mitted malpractices in certain phases 
of the industry and suggested improve- 
ments. Mr. Nierman is vice president 
and national tv sales manager for 
Edward Petry Co., station representa- 
tives. 

In answer to Mr. Wallace’s ques- 
tions, Mr. Nierman voiced his opinion 
that while rate-cutting to some adver- 
tisers is a not uncommon occurrence, 
its use leads to other abuses which can 
destroy the faith of buyers and spon- 
sors in the entire rate structure. Fixing 
rates according to audience ratings is 
not a feasible idea, said Mr. Nierman, 
as it would involve changing prices 
with each rating fluctuation. 

Triple spotting (and quadruple and 
quintuple spotting!) is prevalent, he 
said, but as yet there has been no re- 
search to show a lack or increase of 
effectiveness of any commercial in such 
a set-up. Mr. Nierman thinks mutual 
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a review of 
current activity 
in national 
spot tv 


action throughout the industry could 
result in definite standards being set 
by the NAB to limit multiple spotting, 
if deemed necessary. 

While admitting an agency is some- 
times presented with availabilities that 
are in actuality already sold, Mr. Nier- 
man thought that with the frequent in- 
and-out moves of sponsors, a “closed” 
avail often opens overnight. In the 
event this does not happen, he said, 
the sponsor must be presented with the 
“next-best” spots for consideration. 

Rate-cutting by a station which 
forces its representative to hold to the 
carded rates happens, he said, and is 
probably the result of a station’s feel- 
ing of distrust toward its rep. For ef- 
ficient and profitable operation, both 





Lucille Widener, timebuyer at Victor 
& Richards, Inc., buys for 21 Top Hits, 
50 Rock ’n Roll, and other mail-order 


advertisers. 





REPORT 


parties must have confidence in each 


other. 
— * * 


The names of Van Raalte, Soothol, 
Fluffy, Gayla and Kessamin do not 
make up the latest Madison Avenue ad- 
vertising agency. Rather, they’re new 
sponsors noted in this report as cur- 
rently spot-testing in tv or coming in 
with full-scale campaigns soon. 


BONNIE DOG FOOD CO. 


(Wyman Advertising, Inc., 
San Francisco) 


BONNIE CAT FOOD, also made by the 
company and previously seen in western 
markets only, started a test campaign on 
wasc-tv New York. Filmed daytime 
minutes were set for a four-week schedule 
that will probably be extended. Expansion 
into other markets is expected. Ruth 
Wyman is the contact. 


BYMART-TINTAIR, INC. 
(Product Services, Inc., N. Y.) 


A saturation campaign for TINTAIR starts 
within the next two weeks in 12 leading 
markets. Both film and live spots will be 
used, with production teams visiting 
each city to set the live commercials. Mort 
Reiner, media director, is the contact. 


CALIFORNIA OIL CO. 
(Batten, Barton, Durstine & 
Osborn, Inc., N. Y.) 


A spring campaign is in the works for 
CALSO gasoline. Films are currently being 
completed. Trow Elliman is the timebuyer. 
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RALPH WIDMAN BOB BAIRD DAVE CASSIDY SUE MASTERSON MIKE WURSTER 
DALLAS ATLANTA LOS ANGELES SAN FRANCISCO SAN FRANCISCO 


DICK MORAN 
DES MOINES 


FRANK FROST 
DES MOINES 





BOB TORTORICH 
CHICAGO 


EGE LOLOL: NOOO LLL: Bi TO 





WALLY RANCK 
CHICAGO 
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JOHN E. PEARSON RUSS WALKER BILL WILSON RAY HENZE 


NEW YORK NEW YORK NEW YORK 


myres 


As the John E. Pearson Company begins its 19th year it looks forward 
to the expansion of its staff and its new enlarged New York offices 
at 405 Park Avenue. 





This is truly a story of progress that can happen only within 
the American system of free radio and tv. 


Starting as a one-man company in Chicago in 1939, JEPCO has grown 
to an organization of over fifty persons and with offices in the capitals 
of advertising: New York, Chicago, Des Moines, Atlanta, Dallas, 

Los Angeles and San Francisco. 


We are indeed proud of the stations we represent and on the occasion 

of our anniversary we say thank you to these stations that have selected us 
to effectively tell their sales story to the national advertisers 

and their agencies. 


We salute, too, our competent staff for a job well done and to the 
advertisers and agencies with whom we do business we say thank you 
for the business they have placed on the JEPCO represented stations. 


We look to the future with confidence and unshaken faith 
in the American idea of enterprise and growth. 


We invite you to visit us in our new quarters after April 1. 
If you are at the NAB Convention, come by and visit us in our suite 
at the Town House. 











MORT COLEY 
NEW YORK 





JERRY SMILO 
NEW YORK 





JIM BOWDEN 
CHICAGO 





FRANK REED 
CHICAGO 


JOHN E. PEARSON COMPANY 


Radio and Television Station Representatives 


New York - Chicago + Minneapolis + Atlanta 
Dallas - Los Angeles - San Francisco 
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CANNON MILLS, INC 
(N. W. Ayer & Son, Inc., Phila.) 


It’s been reported that this company 
would be some tvy-spot tests in possibly 
four markets in cooperation with local 
department stores, but the Cannon advertising 
manager said there were no tv plans 

“at present.” Leslie Farnath is the agency 
vice president in charge of media. 


CARTER PRODUCTS, INC. 
(Sullivan, Stauffer, Colwell & 
Bayles, Inc., N. Y.) 


RISE shaving cream is busy with a buy of 
a 10-minute pre-game base warm-up 
show on alternate Saturdays on the 
CBS-TV network. Spot buys in a number 
of markets where the games are carried 
and where they’re not will be used in 
supplementary rr Ey Filmed minutes 
in daytime slots wi placed as soon 
as budget approval is obtained. Jeanne 
Sullivan is the timebuyer. 





On Ratings 


“Ratings give courage to the 
nincompoop and opinions to peo- 
ple with no taste.” Bob Foreman, 
vice president in charge of tv and 
radio at BBDO, New York, said 
recently. “Ratings,” he accused, 
“just count noses. And agencies 
have become slaves of the num- 
bers.” He blamed agencies them- 
selves for committing “the original 
sin of placing so much faith in 
Trendex.” 

After these opening remarks 
Mr. Foreman, speaking before the 
RTES seminar, went on to illus- 
trate some bold plans for revamp- 
ing station programming. He con- 
cluded by noting that his “one-a- 
month plan” gave agencies time to 
prepare a great show. 

During the ensuing question 
period someone commented that 
if time were the essence of good 
programming, “what happened to 
Aladdin?” Not hesitating a min- 
ute, Mr. Foreman shot back that 
his opinion differed greatly from 
that of the questioner, who ob- 
viously didn’t like last month’s Du 
Pont show on CBS-TV. But, he 
went on, in any event it didn’t 
really matter if either of them 
liked it. “Because it’s going to 
have a 38 Trendex. Which is, after 
all, what counts.” 





82 March 24, 1958, Television Age 


OO fate 


46" he thing which troubles me 
most about spot television is 
that among the stations there is almost 
no unanimity of direction in collecting 
and giving out data. There is no long- 
range developing of a body of informa- 
tion based on a single standard. All 
rating companies fight hard to be ac- 
cepted.” 
Chuck Eaton, broadcast buyer at 





C. J. LaRoche & Co., New York, 
“speaking as an expatriate print buy- 
er,” argues that whereas “in print there 
is a large supply of reasonably accu- 
rate information, the most difficult 
problem in television is the winnowing 
out of material.” 

Although Mr. Eaton bases most of 
his television thinking on Nielsen, he 
points out that many stations and 
station representatives “don’t ever 
want to get involved with Nielsen as a 
result of unfavorable findings in 
NCS#2.” “I should like,” he con- 
tinues, “to see among tv stations and 
their reps the attitude print people 





CHUCK EATON 


have, that of building a canon.” The 
responsibility for such development 
lies largely with the representatives, 
who “have to educate the stations.” 

Mr. Eaton reigns in not-quite sol- 
itary splendor in one of the many- 
annexed offices of the rapidly expand- 
ing agency. A native of Stratford, 
Conn., he attended Yale, studying 
English and engineering, eventually 
majoring in the former when “calculus 
and I had a major disagreement.” But, 
he admits, “I kept my slide rule.” 


Graduated in 1949, he joined Comp- 
ton Advertising as space buyer and 
from there went to Dancer-Fitzgerald- 
Sample. After an Army hitch which he 
put in at Fort Knox, he returned to 
D-F-S, where, after running the out- 
door department briefly, he was “intro- 
duced to the wonderful world of tele- 
vision.” 

In January 1957 he came to LaRoche 
and currently buys on all the agency’s 
broadcast accounts, including New 
England Confectionery Co. (NECCO), 
Norelco shavers, Revlon, Van Raalte 
and Warner Brothers bras. 


Between all this activity Mr. Eaton 
managed to marry and have two chil- 
dren. The Eatons live in Fairfield, 
Conn. The reason he prefers that state 
is that “Connecticut is green, and New 
York, which once was yellow, has be- 
come tan.” Does Mr. Eaton always 
think of places in terms of colors? 
“No, sometimes fluids. But usually 
colors.” 





CHEMICAL INSECTICIDE 
CORP. 

(Mohr & Eicoff, Inc., N. Y.) 

With the spring farming season just ahead, 
there are indications of activity soon 

for CHEM-BAM insecticide. Dan Rubin 
handles the agency buying. 


CITIES SERVICE OIL CO. 
(Ellington & Co., Inc., N. Y.) 


Although ge elsewhere that tv would 
be used in this company’s campaign next 
month to promote antique car prints, 

a check shows no new schedules are in the 
works, merely copy changes on existing 
ones. Dan Kane handles the tv-radio 
buying. 

CLOROX CO. 

(Honig-Cooper & Miner, 

San Francisco) 

The Procter & Gamble subsidiary begins a 
house-cleaning = early in April 

and reportedly will use television along 


with other media. John W. Davis, 
media director, is the contact. 


COLGATE-PALMOLIVE CO. 
(Bryan Houston, Inc., N. Y.) 


An extended campaign in a large number 
of major markets is in the works for 
AJAX. Filmed spots will be used to promote 
the “new, improved” cleanser. Schedules 
will start next month. There is also 

slight activity by the company for 
CASHMERE BOUQUET, with schedules 
placed in three selected markets. Bob 
Boulware, assistant media director, is the 
contact. 


CRACKER JACK CO. 
(Leo Burnett Co., Inc., Chicago) 


Spot campaigns in 18 markets begin this 
month to back the company’s Lone Ranger 
schedules on 75 stations. Hal Tillson 


is media supervisor and contact. 
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KPIX’s “Big Movie: 10 PM first runs are rated 
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DELTA PACKING CO. 
(Ted Bernstein Associates, N. Y.) 


A spot test in a few markets is currently 
under consideration for a new product 
called HAM GLACE. Availabilities are being 
checked with definite placements expected 
very soon. Ted Kaufmann, accounts service 
manager, is the contact. 


JUDSON DUNAWAY CO. 
(J. M. Mathes, Inc., N. Y.) 


After running a 10-week spot test last fall 
in Peoria and Kansas City for VANISH 
cleanser, a 13-week schedule in the 

same cities has been set in a continuation of 
the test. Filmed 20’s are running currently. 
Edna Cathcart is the timebuyer. 


ESKIMO PIE CORP. 
(Cunningham & Walsh, Inc., N. Y.) 


The agency was assigned the account 
last fall and has been waiting for warm 
weather to begin a campaign. Plans 

are still being finalized, but some spot 
activity is expected shortly. Cliff Greenspan 
is the timebuyer. 


FAIRMONT FOODS CO. 
(Allen & Reynolds, Omaha) 


It’s reported the company has renewed its 
schedules this month in a number of 
selected markets. The spot budget is 
slightly increased this year. Milton 
Stephan is the agency’s tv director. 





MILWAUKEE 





America’s L4:th MARKET 


e THIS IS MILWAUKEE 
e THIS IS MILWAUKEE 


eo THIS IS MILWAUKEE 
e THIS IS MILWAUKEE 





John B. Soell, Vice President and 


Station Manager 


Represented by Edward Petry & Co., 


ne. 


Basic ABC Affiliate 


Badger Television Network Affiliate 


Population of 1,100,300* 


With an effective buying income of 
$2,248,671 ,000 


With a tally of $1,451,481,000 in total 
retail sales 


THAT'S SOLD ON WISN-TY with a 
plus population coverage of 1,337,000 
beyond the metropolitan area 


RS 
3 


*metropolitan county area 


CHANNEL 1? MILWAUKEE 


WISN-TV 
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The appointment of Charles A. Black 
as director of its newly established 
Radio and Television Department has 
been announced by Farson, Huff & 
Norlich, Inc., Cincinnati. Mr. Black has 
a 16-year background in radio and tele- 
vision, most recently as vice president 
of Gordon Broadcasting Corp. and wice 
president in charge of radio and tele- 
vision for the John J. Robinson 


Agency. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


Slight activity is current for POST 
CEREALS, with “normal improvements” 
in regular schedules taking place. Bob 
Innes is the timebuyer. 


GLAMUR PRODUCTS, INC. 
(Grey Advertising Agency, Inc., 
N..2.3 


The spring campaign for EASY GLAMUR 
starts shortly with a 30-per-cent increase 
in the over-all budget. Spot tv is set 

for one-minute live participation in Bingo 
on wapp New York and minute films 
running in selected markets. Among the 
stations are wPIx New York, ktvw Tacoma 
and witt-tv Milwaukee. Schedules should 
run through June in most markets. Tom 
Flanagan and Don Green are the 
timebuyers. 


HUNT FOODS AND 
INDUSTRIES, INC. 
(Young & Rubicam, Inc., Los Angeles) 


A saturation campaign for SNIDER’S 
HOTTER CATSUP is planned as the initial 
spot tv buy for this concern. About 500 spots 
per week will be aired over 90 stations in 
23 states—western, southwestern and south- 
ern—for 26 weeks. An estimated $1%4 mil- 
lion is the budget, with the understanding 
that if results are good, schedules will be 
continued indefinitely. George Allison, media 
director, is the contact. 


IMPERIAL SUGAR CO. 
(Tracy-Locke Co., Inc., Dallas) 


A flurry of activity has been reported in 
the past few weeks, with this company 
placing schedules in the western states for 
13-17-week runs. L. E. DuPont is the 
agency tv director. 
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in Billings, Montana 


ROGHL-TYV 


N. B. C.’s brand new affiliate covering one of the West’s truly fabu- 
lous markets. Only KGHL-TV can offer maximum coverage of this rich 
area with its new RCA traveling-wave antenna (first in the country). 
Prime availabilities are open now! Broadcasting begins March 15th. 
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INTERNATIONAL SHOE CO., 
Friedman-Shelby Div. 
(D’Arcy Advertising, Inc., St. Louis) 


The manufacturer of men’s shoes has 
requested availabilities in a number of 
markets for minutes preceding the first 

eight CBS-TV network baseball game 

of the week on Saturdays. In major- 

league cities where the games are not 
carried, the agency is considering other 
male-audience program spots. H. K. Renfro, 
tv-radio manager, is the contact. 


KARL’S SHOES 
(Ross-Reisman Co., Los Angeles) 


The shoe chain with stores in 11 western 
states and Texas recently appointed this 
agency to its account. Television is reported 
among the initial media plans. Jon Ross 

is the contact. 


LEVER BROS. 
(Batten, Barton, Durstine & 
Osborn, Inc., N. Y.) 


In a continuation of previous tests, 13- 
week schedules have been placed throughout 
New England for GAYLA complexion 
soap. Filmed daytime minutes are 
currently running. Charles Partington is 

the timebuyer. 


LEVER BROS. CO. 
(Foote, Cone & Belding, N. Y.) 


As noted last issue, the PEPSODENT radio 
cancelations did result in new spot tv 
business. Saturation schedules of 50-60 
ID’s are currently on in four-week runs 

in about 50 markets, with the southeast 
area to be added next month. Richard 
Pickett is the timebuyer. 


MacFADDEN PUBLICATIONS, 
INC. 


(Regal Advertising, Inc., N. Y.) 


Aiming for 50 markets, the initial schedules 
for True Story and Photoplay, which 





Personals 


FRANK SILVERNAIL, who has 
been manager of station relations in 
the media department of BBDO, New 
York, will retire March 31. A special- 
ist in network and spot radio time- 
buying, he first got into radio in 


1925 and joined BBDO in 1943. Prior 
to that he was merchandising counsel 
with NBC and a member of the time- 
buying departments of Pedlar & 
Ryan and Young & Rubicam. His 
duties at BBDO will be absorbed by 
present members of the media de- 
partment. 


STU ECKERT has recently moved 
to Doherty, Clifford, Steers & Shen- 
field, New York. As junior buyer, he 
assists Bob Widholm, with the two 
splitting accounts. Mr. Eckert, who 
had been assistant buyer at Lennen & 
Newell, New York, is replacing DON 
MILLER, who now works with Jeff 
Fine at the agency. 


RICHARD McCARTHY has been 
appointed vice president of media and 
marketing at Conti Advertising, Ridge- 
wood, N. J. 


ROBERT MATTHES is joining 
the San Francisco office of Cunning- 
ham & Walsh as manager of the 
tv-radio department. He was formerly 
chief television and radio writer at 
N. W. Ayer. 


CLINTON R. CLARK has resigned 
as associate media director on Ford 
at the Detroit office of J. Walter 
Thompson. 
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South—Clarke Brown Company 


have been set in barter and/or film-and- 
cash deals, are reportedly running now 

on the following stations: WOR-TV 

New York, xtvi St. Louis, kstv Denver, 
KFJz Dallas-Ft. Worth, wMAL-Tv Washington, 
D.C., wxst Youngstown, Kco-tv San 
Francisco, CKLw-tv Detroit and unidentified 
stations in Philadelphia and Rochester, 
Minn. Charles Weigert, vice president, 

is the contact. 


McCORMICK’S & CO. 
(Doherty, Clifford, Steers & 
Shenfield, Inc., N. Y.) 


In a first-time-on-tv, FLUFFY INSTANT 
POTATOES starts a five-week schedule 

the end of this month in 10 top markets 
including Baltimore, Washington, Miami, 

St. Louis, Houston and Dallas. Frequencies 
of both day and evening minutes and - 








H-R Moves 


H-R Representatives has moved 
to new and larger quarters in 
Houston and Atlanta. 

In Houston H-R offices are now 
in the new DeGeorge Building, 
3520 Montrose Blvd. 

In Atlanta the rep offices have 
been moved to a new building at 
1182 West Peachtree St. 





20’s on film will average 25-30 per 
week. Stu Eckert is the timebuyer. 


McKESSON & ROBBINS, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
NR. 


KESSAMIN reducing aid, a new product 
from the drug manufacturer, starts a 
full-scale introductory campaign in a large 
number of both major and minor 
markets late this month. Film spots in 
day and night avails will be set in a series 
of flights running into the summer. Dick 
Boege is the timebuyer. 


NAT NAST BOWLING SHIRTS, 
INC. 

(Standart, O’Hearn & Jane, 

Kansas City) 


This sportswear manufacturer is reportedly 
planning to run spot schedules during 

the summer months in and around bowling 
and other sports programs. Minutes will 

be used in scattered markets where 

the company has distribution. 


NORTH AMERICAN PHILLIPS 
co. 
(C. J. LaRoche & Co., N. Y.) 


A possibility of spot action in selected 
markets for NORELCO razors will follow 
the schedules started on NBC-TV’s 
Jack Paar Show the middle of this month. 
Chuck Eaton is the timebuyer. 
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MEN, WOMEN, TEENS, CHILDREN 


With the tremendous upswing in radio 
now more than ever you need total tune-in— 
outside listening correctly additive to in-home. 
(Auto share is only part of out-of-home! ) 

No guesstimates—this scientific, accu- 
rate sampling has established Pulse radio data 
leadership since 1941. Standard in broadcast- 
ing. A logical development from Pulse indi- 
vidual markets now totaling over 175! 

Homes using radio for each of the four 
time zones are reported by quarter hours. 
ABN, CBS, MUTUAL, NBC—each rating is 
based on the local Metro areas of the local 
affiliates — weighted proportionate to radio 
families in each market. 

You must see an actual report to under- 
stand the widespread praise for this new buy- 
ing tool. “Indispensable!” 


Write for free copy on your business 
THE PULSE, INC letterhead, mentioning this magazine. $50 a 
os0 PIF TE AVENUS month for established subscribers—$100 
NEW YORK 19,N.* otherwise. Get the complete network picture! 





























IN HOME AND OUT OF HOME LISTENING 


J TARD 
6399 WIL SHIRE BOt LEVA Nothine 
s 48, CAI IF takes the 
LOS ANGE ) FH - 






a ice of 
: " INTERVIEWS 
LONDO N in 


730 FIFTH AVENUE 
NEW YORK 19, NEW YORK 


ULSE, Inc. 


LOS ANGELES + CHICAGO * LONDON 
EVERY MONTH you get Pulse validated data from... 
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® Metropolitan areas totaling 18,555,000 families 


Individual Programs Networked in 10 or More of 26 Major Markets 
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— PAN FOUNDATIONS, 
(Ben Sackheim, Inc., N. Y.) 
Following the lead of Warner, Exquisite 


and other makers of women’s foundation 
garments, this company is preparing to enter 





Fan Mail 


A recently concluded dance con- 
test on ABC-TV’s American Band- 
stand is drawing 72,300 letters a 
day in response to emcee Dick 
Clark’s request for write-in votes. 
In presentations sent to potential 
advertisers, the network plugs the 
show’s popularity with an actual 
dance-contest fan letter. A January 
American Rating Bureau report 
indicates the 4-4:30 p.m. vehicle 
leads other daytime shows sched- 
uled up to 5 p.m. by a comfortable 
margin. Attracting 8,400,000 daily 
viewers, its latest Trendex now 
stands at 12.1. General Mills, 
Lever Bros., Clerasil, Carter Prod- 
ucts and Peter Paul are the spon- 
sors. 








spot tv. Exact plans are still being 
formulated, but a fall test schedule seems 
certain. PETER PAN has national 


distribution, so markets should be scattered. 


Robert Glatzer is the timebuyer. 


QUAKER OATS CO. 
(Wherry, Baker & Tilden, Inc., 
Chicago) 


A 15-week schedule for SUGAR PUFFS has 


been reported set on KRDO-TV Colorado 
Springs. Harold Bennett is the agency 
media buyer. 


REVLON, INC. 
(Emil Mogul Co., Inc., N. Y.) 


Spot campaigns in important markets will 
start next month to back up the national 
mea for the company’s new TOP 
SS hair-dressing for men. Ed Tashjian 
is the timebuyer. 


RIGO ENTERPRISES 
(Murray-McCarthy Associates, 
Denver) 

It’s reported that this producer of hi-fi 
shows has gotten several manufacturers of 


hi-fi components to back a filmed 
music show cooperatively. The program 


carry commercials for each company 


and is intended to run on Sunday 
afternoons. Stations reported carrying the 
films are KDKA-Tv Pittsburgh, WATV 
Newark, wen-tv Chicago, KABC-Tv Los 




















NATIONAL REP: WEED TELEVISION 
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Get it, Smidley . . . EXCLUSIVE! 
This KIMA-TV with its satellites is 
not just number one in the market 
. - but the ONLY one in the mar- 
ket. Ever see such a neat, one-buy, 
four-station, three-state package? 
A big market—over 500,000. A 
wealthy market—nearly a billion 
dollars. It's enough to make the 
average time-buyer do flip-flops. 
Right, Smidley? Right! 
Quite a market . . . 


Eating and drinking....$45,126,000 
Lumber and 
building materials..$87,656,000 


Source: 1957 “Survey of Buying Power" 


A-TV 


YAKIMA, WASHINGTON 
















Indrots Moss ab, Woo 


CASCADE 


BROADCASTING COMPANY 








PACIFIC NORTHWEST: MOORE & ASSOCIATES 








Jack Davis, formerly a production 
supervisor with Transfilm, Inc., has 
joined Grey Advertising Agency, Inc., 
in a similar capacity. 


Angeles, KSAN-Tv San Francisco, wTTc 
Washington, Ksp-tv St. Louis, WrcN-TV 
Minneapolis, wer-tv Buffalo, wx1x 
Milwaukee, kmBc-Tv Kansas City, wJz-TV 
Baltimore, wKrc-tv Cincinnati, KOMO-TV 
Seattle and Kstv Denver. 


HAROLD F. RITCHIE, INC. 
(Kenyon & Eckhardt, Inc., N. Y.) 


The BRYLCREEM account was recently 
moved to this agency and spot schedulés 
are undergoing re-evaluation. New 
availabilities are being checked, with 
probability being that spots will continue 
in most of the same markets used in the 
past. Lou Kennedy is the timebuyer. 


RONSON CORP. 
(Norman, Craig & Kummel, Inc., 


N. Y.) 
Reportedly, “all media” will be used in a 





Rate Increases 


Rate increases reported by the 
networks include: 

ABC-TV has increased the 
basic hour rate of KSBW-TV 
Salinas from $325 to $450; 
KcrG-Tv Cedar Rapids from $450 
to $525. 

CBS-TV has increased the basic 
hour rate of KBAK-Tv Bakersfield 
from $200 to 225; WMSL-TV 
Decatur from $50 to $70. 

NBC-TV has increased the 
basic hour rate of KOA-Tv Denver 
from $825 to $875; wWwSsAz-Tv 
Huntington-Charleston from $950 
to $1000; wroK-tv Meridian 
from $275 to $325; xtvo Ot- 
tumwa from $115 to $135; wcEem- 
Tv Quincy from $350 to $400; 
Ksws-Tv Rosswell from $175 to 
$225; KsBw-Tv Salinas-Monterey 
from $325 to $450. 





















sorte. ment hits te 
duce the new V lighter. 


Plans for tv spot are vague at present, 


with the company having used news-program 


buys in the past. Some activity is 
probable. Renee Ponik is the timebuyer. 
SAKRETE, INC. 

(Glenn Advertising, Inc., 

Fort Worth) 


A May 1 start is reported being considered 
for a 13-15-week campaign in markets 





Best Groomed 

The good grooming committee 
of the Barbers of America have 
bestowed honors on three indus- 
tryites. 

Named among the Ten Best- 
Groomed Men for 1958 are Rob- 
ert Sarnoff, NBC president; How- 
ard Duff, film and ty actor; and 
Charles Revson, president of Rev- 
lon. 

Others from tv environs who 
have made the list in the last few 
years include Ed Murrow, Perry 
Como, Douglas Edwards, Ben 
Duffy, Frank Stanton and John 


Cameron Swayze. 








At Wexton Company, Inc., John Eck- 
stein has been appointed Director of 


Broadcast Accounts. He was formerly 
with ABC. 


where the ready-mix concrete product 
has distribution. Merle W. Bell, vice 
president, is the agency contact. 


STATE FARM INSURANCE CO. 
(Needham, Louis & Brorby, Inc., 
N. Y.) 


A “substantial” increase in the budget 

of this account should result in additional 
spot business. Involved in the new 

billing is the multi-agent program of the 
company for advertising in larger cities. 
At last report, spot schedules were running 
in about 20 markets. Don DeCarlo is the 
timebuyer. 





Southern Style 


A recently completed survey by 
wsPA-Tv Spartanburg, S. C., indi- 
cates that adult program prefer- 
ences in the Carolinas and Georgia 
differ from viewer program tastes 
reported by regular rating sur- 
veys. Treating Spartanburg Coun- 
ty as a cross section of its 
44-county coverage in the Car- 
olinas and Georgia, the station 
sent letters and reply cards listing 
various types of television pro- 
grams to its telephone subscribers. 

The letter requested that favorite 
type programs be checked, and 
space was provided for program 
suggestions. More than 25 per 
cent of those contacted returned 
cards listing their preferences in 
the following order: News, relig- 
ious, westerns, comedy, sports, 
drama, adventure, educational 
quiz and serials. William Adams, 
WSPA-TV promotion director, su- 
pervised the survey. 








Be a PILLAR of the R.T.E.S. LISTENING POST 


WIN A 


d 


PRIZE! 


enter the listening post Job Lead Contest: 


Phone Contest Headquarters WI 7-6910 


the Listening Post is the free job placement and guidance service of the industry 


SALES - PRODUCTION - MEDIA 
PUBLICITY - RESEARCH 
MANAGEMENT - WRITING 


Contest ends May 2, 1958, prizes awarded to persons furnishing most verified leads 


e 2 “My Fair Lady” tickets © RCA transistor radio 


® Westinghouse portable 
radio 


® Phonograph and top 21 
records 


© Royal portable typewriter 
© $25 Masters gift certificate 


® Subscription to Ross Reports TV Index 
THE RADIO AND TELEVISION EXECUTIVES SOCIETY INC., HOTEL BILTMORE, N. Y. 17 N. Y. 
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SPINACH PLAYHOUSE 


MONDAY THRU FRIDAY 5:30 P. M. 
. the beachcomber and POPEYE’s 


will deliver 
1000 homes 
Source Nov. ‘57 ARB 260 time rate 


HUNTINGTON-CHARLESTON, W. VA. 
w.B.C. 
Affiliated with Radio Stations 
WSAZ, Huntington & WKAZ, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
C. TOM GARTEN, Commercial Manager 
Represented by The Katz Agency 























MANCHESTER, N. H. 





*972,729 Television Homes 
*Source; TV Magazine, Jon. ‘58 


don’t 
miss 
MANCHESTER 


Represented nationally 

by Forjee TV, Inc. 

NORMAN A. GITTLESON, 
Executive Vice President and 
General Manager 











STEPHAN DISTRIBUTING 
CORP. 

(J. J. Coppo Co., Baldwin, N. Y.) 

A series of 26-week schedules begin about 
April 1 in New York, Philadelphia, 
Washington, Baltimore, Los Angeles, St. 
Louis, Detroit and through New England 

for the company’s hair lotion. Chicago and 
other markets should be added in the 
fall. Filmed minutes, 20’s and ID’s in 
varying frequencies will be slotted to reach 
male viewers. Buys are made in co-op 

deals with local distributors. J. J. Coppo, 
media director, is the contact. 


TEXAS CO. 

(Cunningham & Walsh, Inc., N. Y.) 
Four-week schedules for TEXACO start 
next week in about 90 markets, Filmed 


minutes and 20’s are set. Jack Bray is the 
timebuyer. 


VAN RAALTE, INC. 
(C. J. LaRoche & Co., Inc., N. Y.) 


This hosiery manufacturer entered tv with 





Holsum Spots 


“High fashion approach . . . sty- 
lized settings . . . vocal talent like the 
Mello-Larks and the Axidentals .. . 
and now color film.” That’s the cur- 
rent recipe for Holsum Bread film 
commercials, according to David R. 
Hayes, tv-radio director of W. E. 
Long Co., Chicago. 

In representing the Holsum Unified 
Bakers Association, W. E. Long Co. 
buys video time in approximately 35 
markets, with individual bakers buy- 
ing locally in another 15. The present 
high-fashion approach in the com- 
mercials makes for a concentration 
in prime evening spots, with back-up 
schedules in and around network and 
local women’s programs. 

New films are produced each 13 
weeks, generally split 50-50 between 
animation and live action. One color 
series is now running, with a second 
live-action series shot and being held 
for future use. 

Spot schedules are bought on a 
market-by-market basis, usually run- 
ning Jan. 1-Dec. 31. “We're in most 
of the southern markets,” said Mr. 
Hayes, “and in _ scattered areas 
throughout the country, but not in 
most of the major markets.” 

Chief timebuyer on the Holsum 
Unified Bakers account—which does 
not include every Holsum baker, but 
only those who are in the association 
—is John Pesich, assistant tv-radio 
director. 
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Richard C. Shepard, formerly radio 
sales representative for WBEN Buffalo, 
has been named iv-radio director for 
the Rumrill Co., Rochester, N. Y. He 
will work from the agency’s Baldwin, 
Bowers & Strachin division in Buffalo. 


a 12-spot buy on NBC-TV’s Jack Paar 
Show, and + Aon is a possibility, if results 
are good, that some spot action might 

be forthcoming. Fashionable minute film 
was lensed in color. Chuck Eaton is the 
timebuyer. 


WARNER-LAMBERT 
PHARMACAL CO. 

(Norman, Craig & Kummel, Inc., 
N. Y.) 


Schedules for BLISS home permanents 
are currently in an evaluation p 

with availabilities being checked for possible 
extension and additions. Renee Ponik is 

the timebuyer. 


WHITEHALL LABORATORIES 
(Bryan Houston, Inc., N. Y.) 


A_new product, SOOTHOL ANTACID 
TABLETS, has been assigned to the agency, 
and a tv spot campaign in the near future 
is almost a certainty. Films have already 
been used in a test market, and, going 

on past performance of this company, the 
introductory schedules should be heavy. 
John Ennis, media director, is the contact. 


TED WILLIAMS CAMP 
(Ray Barron, Inc., Boston) 


Spot schedules in New York, Boston, 
Chicago and Los Angeles were all but set 
when publicity stories in the newspapers 
resulted in an overflow of inquiries, 

and schedules were yanked. Agency plans 
to use spot to promote the boys’ camp 

in the future. Ray Barron is the timebuyer. 


WINE ADVISORY BOARD 
(Roy S. Durstine, Inc., 
San Francisco) 


Adding about seven markets to the number 
noted in Spot Report in January, thi 
company is running schedules of minutes 

and 20’s in about 26 markets. Placements 
were set for 16 weeks. Jane Dahlgren is 

the timebuyer. 














NARROWING GAP. The gap be- 
tween television and the film industry 
from an investor’s viewpoint is con- 
stantly narrowing. 

The film industry’s investments in 
the equipment of its earlier years, 
ranging from theatres to studios, and 
the capital tied up in the inventory of 
high-priced stars have been changing 
for the past five years and will be cut 
to a minimum in the next two years. 
It’s also been pointed out frequently 
here and elsewhere that while the film 
industry goes through its pains of re- 
adjustment, the tv industry initially 
took on some of the headaches and 
problems of the movie industry but 
quickly learned the error of such tac- 
tics. It began signing big stars to long- 
term service contracts at fabulous 
salaries before it learned that the tv 
medium can burn up talent appeal at a 
geometrical rate of progression, as con- 
trasted with moviedom—in months in- 
stead of years. 

The motion-picture industry, mean- 
while, is shifting more and more into 
the area of production of films for 
television, and some clues as to the 
future potential of tv for this industry 
are already evident. Universal-Interna- 
tional Pictures, for example, temporar- 
ily halted its film-making operations 
because it was losing money. Decca 
Records, which controls Universal, had 
to rely on its income from records to 
show a profit. Columbia Pictures has 
had a serious earnings drop in some 
quarters from its movie operations, but 
its tv division, Screen Gems, has been 
a consistent money-maker. 


SAME BASIC PRODUCT. The re- 
adjustments of the movie industry and 
the formula-seeking of the tv industry, 
bringing them closer together, stem 
from the fact that they are creative 
media with the same basic product— 
ertertainment using the commodity of 
talent packaged in film. 

An investor buying for the long pull 
might reason that at today’s market 
prices he could make a good invest- 
ment in the future growth of the use 


Wall Street Report 
sma rine cee 


of film products by buying a film- 
company stock instead of a tv security 
on the grounds that he would be pay- 
ing a lower price for assets that in the 
long run will be working in the same 
market. 

To put this situation in perspective, 
there are a few basic facts to keep in 
mind. The use of film shows on a 
worldwide basis is still in its infancy. 
This is true even when one considers 
entertainment films. It does not take 
into consideration the use of films for 
educational, industrial, political or 
social purposes. Tv has opened a tre- 
mendous vista for the use of film for 
all such purposes. In fact, the reliance 
on the filmed product and television 
will be much greater in other countries 
than it is in the United States. Let’s 
look at some figures indicating the base 
of the two industries. 

There are approximately 100,000 
motion-picture theatres around the 
world, of which one-fifth are in the 
United States. The number of theatres 
in the U. S. is on the decline. By com- 
parison, there are over 1,000 tv sta- 
tions around the world, of which 50 
per cent are in the United States. 


EDUCATION PROBLEM. The pres- 
sure on the countries of Asia, South 
America, Africa and Oceania to catch 
up with the cultural and industrial 
standards of the western nations is 
tremendous. Yet the problem of setting 
up the educational facilities to shove 
the peoples of these nations ahead by 
one hundred to two hundred years is 
enormous, dwarfing any of the educa- 
tional problems facing the U. S. 
These nations will have to leap-frog 
over problems of plant and equipment, 
and television of filmed material is the 
most logical, efficient and inexpensive 
method of doing it. It permits the con- 
centrated use of the most skilled teach- 
ers in the shortest period of time. 
Obviously, the filming of such edu- 
cational programs will be more logical 
for several reasons. Underdeveloped 
countries cannot take full advantage 
of television until their power systems 
are developed more fully. But that 





doesn’t mean the filmed educational 
program will be delayed. At present, 
the use of 16mm film for showing 
educational films on subjects of health 
and social problems is widespread. 
Those areas in which electrical power 
is slow to develop will be serviced 
more and more by 16mm films until 
the tv systems are developed. Thus the 
community will find the transition 
from one method of teaching to an- 
other in many respects less startling 
than some U. S. communities would. 

Use of filmed shows on television 
as a medium of education in the three 
Rs will be followed automatically by 
the use of film shows for purpose of 
political orientation. This is especially 
true in countries attempting to create 
standards of education, government 
and culture en masse. The impact of 
television on political thinking is al- 
ready evident in a politically sophisti- 
cated country such as the United States 
when a video personality—Edward R. 
Murrow—is proposed as a candidate 
for the U. S. Senate, as happened 
several weeks ago. 

It’s possible that, with the tremen- 
dous clamor over the mounting costs 
of political campaigning at all levels, 
the filming of political programs will 
assume even greater importance in the 
1960 U. S. presidential campaign. From 
there it will, of course, spread to the 
local level for state and city campaigns. 


(Continued on page 100) 
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Sel ling (Continued from page 45) 


panies was used by the agency last 
year, with possibly more than 40 


; making films in New ¥d?k, Hollywood 


and other cities throughout the coun- 
try. Of these, about six companies re- 
ceived the bulk of the Bates film work. 
Producers who are working on films 
are encouraged to add creative ideas, 
an agency spokesman said, and in very 
rare cases a producer might be called 
in to give pre-production ideas. 
While the agency works of produc- 
tion schedules virtually identical with 
those of the other agencies, its estimate 
on an “average” film was relatively 
lower than most. A figure of $2,500- 
$3,500 was quoted as a basic cost. 


The two topics of conversation in 
film production at present—color and 
tape—are receiving the. usual con- 
sideration at Ted Bates. Currently, only 
about five per cent of the agency’s 
films ‘re being lensed in color, but this 
figure should’ be increased shortly. The 
potentialities of videotape have been 
considered with great interest by the 
agency, and, while a spokesman stated 
there are many inherent difficulties 
that must be worked out in the taping 
process, the general feeling prevails 
that the medium has an exciting future 
and will meet with widespread use. 

One of the more uniquely named 
production set-ups is that at Benton 
& Bowles, Inc., which has annual video 
billings over $51 million. The agency’s 
gross expenditure for the months of 
June through November last year was 
given as $1,375,000 in round figures. 
Projecting this sum for the entire 
year, and allowing for the general 
summer slowdown of activity, a total 
figure is arrived at of nearly $3 
million. 

Explaining the agency’s “triangle 
system” of production, Hoyt Allen, 
an executive producer, noted that the 
film department has no “czar.” The 
preparation of each film calls for the 
combined three-way talents of a 
writer, director and producer who 
have an* “open door” to all creative 
personnel within the agency. This sys- 
tem was put into effect in 195l.and 
has proved, to be efficient and tom: 
pletely satisfactory since. F 


A dozen producers in a department 
of 40 persons service 14 major clients 
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Christian Valentine, Jr., who was re- 
cently appointed director of the tv- 
radio commercial production depart- 
ment at McCann-Erickson, Inc., super- 


vises film ads for Coca-Cola, Chester- 


field and Bulova among others. 


using telefilm commercials. Among the 
accounts are Procter & Gamble, with 
13separate divisions, General Foods, 
with the same number of divisions, 
Western ‘Union, Schick, Eversharp, 
and Philip Morris. 

In the past few years the agency 
has used from 25 to 45 production 
companies annually. Three quotations 
are always sought on each film and 
often the agency requests five. This 
policy is followed to enable the pro- 
ducers to talk with new companies 
in the field, discovering additional 
creative and qualified concerns while 
obtaining the most competitive price. 

As with most of the agencies quer- 
ied, B&B prepares its own storyboards, 
considering suggestions from the pro- 
duction company if the film’s art 
director approves. Average production 
time runs five-six weeks, with anima- 
tion taking a few weeks longer, and 
complicated productions sometimes 
requiring three months of work. 

While declining to give an “aver- 
age” film cost due to the many factors 
that affect price, the agency stated the 
least expensive complete film it had 
produced cost around $1,400. Some 
commercials have run as high as 
$25,000 when involving elaborate set- 
tings, large casts, location filming and 
special photographic effects. 

Benton & Bowles is definitely 
“interested” in color and is actively 
trying to promote if to a greater ex- 


tent among its clients. At present, 
only about three per cent of its total 
film production is in color. Unusual 
scenic backgrounds often influence the 
decision as to whether a commercial 
is filmed in color or not. Mr. Allen 
looks for a continuing increase in the 
use of tint in the next few years. 

“It’s another factor,” he said, “that 
adds excitement to the picture on the 
tube. A short time ago, people watched 
anything that moved. Now they’ve 
become more sophisticated. We have 
to create each commercial as a sep- 
arate entity, adding as much interest 
and excitement to it as possible to 
get attention.” 

Mr. Allen is also pleased with the 
possibilities of videotape in preparing 
commercials. At present, the agency 
is trying to interest film companies 
in experiments with the new medium. 
It will be two to five Mr. 
Allen believes, before tape comes into 
general use, but he thinks it might 
eventually replace film altogether in 
the video field. 

B&B has its own traffic department 
which handles the distribution of 
film. Quality control and inspection 
of prints is also an internal function. 
On large-scale campaigns where many 
films must be delivered in a short 
time, outside distribution services are 
often utilized, but the bulk of the 
work is agency-controlled. 

According to Robert T. Richardson, 
New York film manager for Leo Bur- 
nett, Inc., “We believe our three offices 
located in the country’s major produc- 


years, 


tion centers give our company a dis- 
tinct -advantage over 
We've found 


aware of the newest developments in 


some others. 


ourselves continually 
production, the greatest availability of 
talent, and the location of the producer 
most qualified to handle a Specific 
commercial.” 

The Burnett film production depart- 
ment is a separate unit within the 
agency and has its own copy and art 
staff. Film scripts are prepared first 
by a copywriter in the Chicago office 
working under the copy group head. 
After checks by the art department, 
legal department, film production de- 
partment and several others, ‘an artist 
prepares a_ storyboard which: is re- 
viewed by the agency’s plans board be 
fore being presented for the client’s 


(Continued on page 94) 
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approval. 

The agency’s vice president in 
charge of film production, Gordon 
Minter, assigns the approved story- 
board for production in Chicago, New 
York or Hollywood according to fa- 
cilities and the volume of work in each 
film center. 

Speaking only for the New York 
office, Mr. Richardson stated he 
worked last year with about 15 east- 
ern producers. The bulk of his films 
went to seven of these companies. 
While declining to give production de- 
tails and expenses for the other Bur- 
nett offices, Mr. Richardson admitted 
that a total expenditure figure of $2 
million, estimated according to the 
agency’s size and billing, “seems about 
right.” The last published video bill- 
ing figure for Leo Burnett, Inc., is in 
excess of $43 million. 

The question of allowing changes 
in films as suggested by the produc- 
tion companies causes slight difficul- 
ties in that while minor variations can 
be approved by the producer, any 
major changes must be cleared 
through the original creative staff in 
~ Chicago. For this reason, the agency 
figures advance estimates on the film 
and gives production to the company 
that can do the best job at that fig- 
ure. Choice of the contract producer 
is left to the agency producer, 
who can then call the company in 
for pre-production conferences. Sug- 
gestions are usually okayed by Chi- 
cago before filming begins. 

Although the agency has an excel- 
lent knowledge of the production fa- 
cilities and talent across the country, 
it is always open to approaches from 
new companies. “Good creative pro- 
duction,” said Mr. Richardson, “in- 
volves an accumulation of details. 
We're always interested in companies 
that can handle details in more efficient 
ways.” 

Burnett has long been interested 
in color filming. Three years ago, it 
carried on extensive experiments in 
the medium, shooting commercials in 
Eastman Color, Kodachrome and 
Technicolor to weigh the comparative 
merits of each process. Tests were 
conducted with various sets and pack- 
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ages in both live-action and animated 
films. Since the original experiments, 
the agency has kept up to date on 
new developments, believing its three 
production centers make it somewhat 
more aware of what’s happening than 
some other agencies. A small amount 
of color filming is currently being con- 
ducted with gradual increases pre- 
dicted. 

Some experimentation with video- 
tape has been done by Burnett, and 
its advantages have been discussed 
at considerable length. Mr. Richard- 
son believes a gradual transition will 
take place, with possibly film being 
used for the original photographing 
of a commercial and then the image 
transferred to tape for telecasting. 
Arguing against the film exponents 
who claim film has technical advan- 
tages which cannot be duplicated on 
tape, Mr. Richardson believes new 
methods will be created to achieve 
the same or better results. With video 
an electronic medium, he thinks it 
only natural that photography for it 
should also become electronic, offer- 
ing greater, more constant quality 
throughout. 


Unusual Layout 


The film production department at 
Compton Advertising, Inc., involves 
an unusual physical layout original 
with the agency. The arrangement 
has been in operation only since June 
of last year, a year in which the 
agency expended “$2 million probably 
and possibly a little more” on film 
production. Annual television billings 
for Compton are over $40 million. 

As explained by Frank Brandt, 
the “neighbor” policy in effect at the 
agency represents a sincere effort to 
permit the best men to work in the 
most cooperative manner on each film. 
Rather than dividing the film pro- 
ducer, the artist and the writer into 
separate departments as at most agen- 
cies, the: Compton offices were rede- 
signed to place the three men essen- 
tial to each account immediately 
next to one another. 

“It’s proven to be the answer for 
us,” Mr. Brandt said. “If any one of 
the three has a sudden idea, he can 
call the others in for a conference 
within a few seconds. It saves time, 
avoids sending notes and scripts back 
and forth from office to office and 


floor to floor, and eliminates any feel- 
ings of rivalry between various de- 
partments. Everyone works on ideas 
as a team from the beginning.” 
Compton has 12 film producers in 
a staff of about 30 people, which in- 
cludes assistants, secretaries, projec- 
tionists and coordination personnel. 
In 1957, the agency filmed 500 sepa- 
rate commercials for 20-25 clients. 
Among the films were ones for 20 


Procter & Gamble brands, Royal 
Crown cola, Socony gasoline and 
Ruppert’s beer. 


Mr. Brandt, as do several of the 
agency’s producers, has a drawing 
table and storyboard pad near his 
desk. He explained the majority of 
producers at Compton have art or 
writing backgrounds. “If necessary,” 
he said, “we can create the basic 
storyboard and give the artist and 
writer something concrete to work on. 
We've found it’s better to show each 
other some idea of what’s wanted, no 
matter how rough it is, rather than 
just throwing out a verbal idea.” 

Agency policy calls for obtaining 
three estimates on each film, but the 
producers generally know what a film 
should cost. The bids serve to justify 
the price while enabling the agency 
to meet new production companies. 
“It’s much more satisfactory,” said Mr. 
Brandt, “to call a comany in for a 
personal talk than simply to see a 
sample reel.” 

Last year the bulk of the agency 
films were produced by about 10 New 
York firms, with three Hollywood 
studios also being used regularly. Mr. 
Brandt noted a tendency toward 
working with fewer, larger studios. 
Beside the fact greater facilities are 
usually encountered at the larger 
firms, consolidating the production at 
fewer companies makes it easier to 
obtain pre-filming ideas in confer- 
ences. 

Although the agency is open to 
constructive and original ideas from 
the film producer, it has found the 
policy works better in theory than in 
practice. In general, the feeling is 
that the Compton staff is creative 
enough to do an excellent job on its 
own, with suggested changes in an 
okayed storyboard often leading to 
unnecessary delays. 

Certain producers who are special- 
ists in the field are sometimes asked 




















to submit suggestions on speculation. 
A specific instance pointed out was 
in the production of a dance com- 
mercial. As the agency producers are 
not experts in the area of dance, they 
would confer with companies who 
have previously filmed this kind of 
commercial, Ordinarily, however, 
Compton does not like to take an out- 
side producer’s time while unable to 
promise a definite job. 

The production schedule at the 
agency usually calls for a six-week 
period—broken down into two weeks 
of pre-filming work (casting, set con- 
struction, costuming, etc.) —followed 
by a week of shooting and editing 
the film for approval, and then a two- 
to-three week period of revision for 
a final okay. 


Average $5,500 


An average price for a one-minute 
film was mentioned as about $5,500 
while a guess-timated minimum for 
a quality commercial was set at 
around $3,900. The agency figures 
animation can run between $8,000 
and $10,000 per film. 

Five persons staff the agency’s film- 
coordination department. The Comp- 
ton producer is responsible for each 
film through the answer print. Then, 
the film-coordination staff takes over 
to see that the production company 
supplies all necessary material, which 
is forwarded from the agency to an 
outside distribution service. 

The making of prints, inspection, 
shipping and storing of films is han- 
dled outside the agency by the dis- 
tributor. In Compton’s case, this has 
been found to be the most efficient 
method, saving time and a_ large 
amount of paperwork within the 
agency. 

Color is currently being used in 
filming only certain experimental 
commercials. Often a client requests 
color to determine the suitability of 
his packaging, but the agency ad- 
mits it does not ordinarily work in 
color as a standard practice. Here 
also, the opinion was voiced that the 
tint medium is not sufficiently stand- 
ardized as yet. Improvements in tech- 
niques are continually appearing, it 
was noted, and previous methods of 
processing and telecasting soon be- 
come outdated. 

On the future of videotape, the 





Franklin C. Snyder has been named 
general manager of Pittsburgh's new 
channel 4 station, WTAE, which is ex- 
pected to go on the air this fall. Mr. 
Snyder is currently vice president and 
director of client services for McCann- 
Erickson’s Cleveland office. He will 


assume WTAE management April Ist. 


problem of the many union claims to 
jurisdiction over the medium was con- 
sidered important enough to put a 
widespread use of tape several years 
away. 

Returning to Mr. Brandt’s thesis 
that the film producer must be a man 
of many talents, he believes the art 
field will be drawn upon heavily for 
future producers. “Artists have the 
basic visual sense for film,” he said, 
“and are usually eager to work with 
moving images. Some writers have a 
talent for film also. It’s possibly an 
inborn sense that can be developed 
under proper agency training. The 
film field is exciting to these people, 
because it’s one area where the truly 
creative person is allowed to use the 
full scope of his talents.” 

At Foote, Cone & Belding, Inc., 
eight film producers work out of a 
department of 55 persons, making 
films for 14 clients, including Rhein- 
gold beer, Pepsodent toothpaste and 
Transworld Airlines. While the agency 
would not divulge an exact figure as 
to film expenditure for 1957, an esti- 
mate of $134 to $2 million would 
seem reasonable. Published total tele- 
vision billing figures are placed at 
more than $33 million. 

Creative production technique, as 
explained by Roger Pryor, vice-presi- 
dent in charge of television and 
radio, involves the rough planning of 
the commercial by the broadcast 
supervisor and copywriter. Art is 
then called in and the storyboard 


prepared. After discussion with the 
head of the film department, the 
storyboard is revised, okayed and 
then checked by the account mana- 
ger. Revisions are again made in ac- 
cordance with his suggestions and 
the final storyboard submitted to the 
copy and film heads again for okay 
before being presented to the client. 

The agency sometimes obtains 
three bids, sometimes two, and some- 
times none, with Mr. Pryor feeling 
that the bid system often is unsatis- 
factory. As basic union costs are the 
same in most production companies, 
he believes it’s more important to 
judge the quality of work produced 
rather than the price for which it’s 
done. 

Rather unusually, and proving Mr. 
Pryor’s opinions are used in practice, 
FC&B worked with the comparatively 
small number of only six producers 
last year. Three of these handled the 
largest part of the company’s films. 
The agency prefers to work with 
experienced concerns of proven abil- 
ity, rather than with the newcomer 


in the field. 


Animation Ideas 


Animators in particular are encour- 
aged to offer creative suggestions on 
films, with all production companies 
requested to offer ideas for greater or 
equal effectiveness at lower costs. By 
working with a few producers, the 
agency establishes a close liaison be- 
tween itself and the various concerns. 

“We do not order producers to 
shoot our storyboards exactly as pre- 
sented to them,” Mr. Pryor remarked. 
“This sometimes happens elsewhere, 
and it’s evident when the commercial 
appears on the screen. Mistakes in 
technique appear where you know the 
producer knows better. It’s too often 
true that the film producer does not 
get a creative opportunity, and we're 
doing our best to remedy this.” 

“Very little” color work is currently 
being produced at the agency, but 
Mr. Pryor believes the time has come 
to greatly increase color schedules. 
“With 300 stations able to carry net- 
work color shows, about 100 capable 
of telecasting color films and 30-40 
putting live shows on the air in color,” 
Mr. Pryor stated, “there has to be 
more color filming very shortly.” 


(Continued on page 96) 
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The FC&B traffic department handles 
the bulk of film distribution, although 
some producers in California ship the 
film directly to the stations rather 
than forwarding it to New York for 
subsequent shipment. Outside distri- 
bution services are used in urgent, 
large-scale campaigns. 

Mr. Pryor is very optimistic on 
tape’s future in telefilming. The 
agency has already used it for some 
Edsel commercials and found it emi- 
nently satisfactory while effecting 
economies in time and money. Vir- 
tually all photography as it is known 
today will become obsolete for tele- 
vision commercials, Mr. Pryor thinks. 
The film producer must go into tape- 
filming, he believes, to exist and to 
prevent the networks from controlling 
the field. 

“Tape in its infancy promises so 
much,” “that it must 


be considered the medium of the fu- 


says Mr. Pryor, 


ture. Creative people will overcome 
its problems, just as they have over- 
come problems in film photography 
and television broadcasting.” 

The film production organization at 
William Esty Co., Inc., 
ized by a feeling of warmth and mu- 
tual contribution. Joe Forest, vice presi- 


is character- 


dent and director of tv-radio commer- 
cials, noted that the departments of 
film production, art and copy are such 
integral parts of the entire organiza- 
tion that they are looked upon almost 
as one cooperative entity. As far as 
creative production ideas are con- 
cerned, they can be accepted from 
anyone within the- agency—whether 
mailboy. Mr. Forest 


emphasized the policy was not simply 


executive or 
a theoretical’ arrangement by noting 
actual instances where ,persons out- 
side the agency’s film unit had made 
contributions. 

Exact expenditure figures for last 
year’s film production were not ob- 
tainable ‘from the agency, but a 


reasonable estimate based on billings _ 


and the budgets of comparative agen- 
cies would. place the~total figure near 
$2 million. Published figures show 


total television billing in excess of 


$32 million. 
A dozen film producers work fram . 


a department of 30 people. Mr. ‘Fér- 
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Store Experiment 


“Open closed-circuit” Tv was re- 
cently utilized by the Walter Scott 
Co., a San Diego department store, 
to initiate a week long television 
advertising campaign. Produced 
on Channel 10, KFDs-Tv San 
Diego, the half-hour, early-morn- 
ing show was designed to acquaint 
both store employees and the gen- 
eral public with the merchandising 
and advertising aspects of a bar- 
gain sale. During the presentation 
Channel 10 personalities afforded 
entertainment, interviewed store 
buyers and helped explain how 
television commercials, actually 
used in the ensuing saturation spot 
campaign, originate, develop and 
attain final form. According to 
store executives, the show con- 
tributed to success of the sale. 





est mentioned this might be considered 
a small staff in comparison to the 
company’s large production schedule, 
but the agency prefers to work with 
a few extremely competent people, 
rather than many less efficient persons. 

A selective 


in the agency’s list of clients for whom 


policy is also evident 


films are made with a tendency toward 
concentration on the finest advertising 
for a limited number of accounts. 
Major film advertisers at the agency 
are R. J. Reynolds Tobacco Co., with 
P. Ballantine 


& Sons and Pacquin, Inc. 

While three bids 
sidered desirable, they are not always 
necessary. As - bids 
slightly, 
often based on his experience -in the 
field. Mr. Forest stated the agency is 
“not wedded to any one production 


company,” 


a variety of products, 


generally ~ vary 
selection of a producer is 


and is always interested in 
new firms. “We select our producers 
for the same qualities of experience, 
facilities and creative ideas a client 
looks for in choosing an advertising 
agency,” he said. 


Mr. Forest and his productién staff 


strongly believe that a large number’ 


of producers is a healthy sign in the 
industry. Convinced that production 


should be kept mainly in the. east,: the: 
it agent? Viideavors as much as ‘possible’ 


on films are con-. 


to distribute its films among all 
qualified producers. 

William Esty has used both internal 
and eéxternal distribution arrange- 
ment for commercial films in the past. 
At present,-the majority of distribu- 
tion is handled by an outside firm. 
Ori modest quantities of prints, the 
contract producer supplies and dis- 
tributes these directly. Both systems 
have their advantages, Mr. Forest 
states, and the operation can change 
according to immediate requirements. 

On the matter of color, the agency 
currently is doing no considerable 
amount of tint filming. Mr. Forest 
says some work has been done and 
the producers are well aware of the 
techniques and problems, ready to 
begin filming in quantity when the 
occasion demands it. Until color has 
“arrived,” he stated that the 
feeling was against 


actually 
general agency 
much talk of 
merely to impress a client 


“experimentation and 
planning” 
of agency awareness. 

Asked to quote the 
estimated by the agency for a one- 
minute film, Mr. Forest said the cost 


“average” price 


could run anywhere from $1500 to 
$10,000. 

“Tape is definitely he re- 
“Its ad- 


vantages and ‘potential are tremen- 
dous.” He did not believe a complete 


here,” 
plied in answer to a question. 


swing to tape would greatly affect 
production costs, citing the relatively 
high costs of equipment for record- 
ing and processing as important fac- 
tors. Mr. Forest also voiced the hope 
that film producers would invest in 
tape equipment, rather than permit- 
ting the: 
medium. 

Generally high 
the industry cause the agency 
While television is 


networks to control the 


costs throughout 
some 
alarm, he said. 
admitted by clients to be potentially 
selling medium, 
cause. them to 
other means of ‘advertising. 


the: most powerful 
searing costs often 
“look for” 

One importantand final note re- 
mains—virtually every agency inter- 
viewed. was of the opinion that due 
to ‘many factors (increased use of 
color, further experimentation, ad- 
ditional union costs, new video clients, 
and higher production costs in gen-“ 
eral), more money would be spent 


this year than last for commercial 


efilms. -- * 
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Entertainment (Cont. jrom 57) 


need for “just entertainment” than 
the critics of mass media ever seem 
willing to recognize. 

However, when this point is ac- 
cepted, another argument usually be- 
gins: “But why must there be so 
many ‘bad’ entertainment programs 
on the air?” 

That’s a tough question, not only 
because the answer is complex but also 
because it is so hard to find anyone 
who can discuss it dispassionately. 
Usually, you run into a head-on col- 
between different prejudices. 
This may make for colorful talk (and 
writing), 


lision 


but it seldom arrives at any 
conclusion. 

Any debate about individual pro- 
largely a debate about 
individual tastes. A program you hap- 
pen to dislike intensely may’ well be 
Who, 
then, is to be the umpire between 
you? 


grams is 


someone else’s favorite show. 


Justice Holmes once offered “the 
open competition of the market place” 
as the best solution for this problem, 
in the area of conflicting ideas. Why 
isn’t it also a basic solution to prob- 
lems of conflicting tastes? 


A Wider Choice 


And isn’t this just what is happen- 
ing in America with tv programs, as 
with magazines? Whether on tv chan- 
nels or on newsstands, our people are 
given a wider choice than any other 
people on earth. 

And the people do choose. 
choose what they like “in the open 
competition of the market place.” How 
else would you want to do it, in a 
democracy? 

This.. 1 know, leaves untouched 
many other questions about the values 
of entertainment and mass media. 
However, I’m not trying to write an 
encyclopedia on the subject, here. And 
do any of. the,.remaining questions 
invalidate these three basic points 
about entertainment itself: 

1. Entertainment is not a sin, but 
a necessary ingredient in modern life. 
The tenser the world gets,; the more 
often we need to relax. 

2. Entertainment, doesn’t sabotage 
other activities. On ,the contrary, by 
relaxing. as it probably stimulates us 





VICTOR M, RATNER 


to greater, rather than lesser, activity. 
3. Entertainment is 100-per cent, 
What was 


good enough for George Washington 


red-blooded Americanism. 


and Abraham Lincoln is good enough! 





They 


Opportunity (Continued from 49) 


Gray Ghost; 
Annie Oakley* 


Follow-up production: 
W hirlybirds* 


Gross-Krasne: 


First run: African Patrol; Jungle 
Boy: Mr. Glencannon (Thomas 
Mitchell. 

Guild Films: 
First run: Sabotage;. Light of the 


W orld*. 
Reissue: RKO-Leon Errol comedies. 
MCA-.-TV: 

First run: Two programs, one a new 
Rod Cameron vehicle. 

Network reissue: Follow That Man 

(Ralph Bellamy) ; others. 

NBC.TV Sales: 

First run: Danger Is My Business; 
Union. Pacific; international-intrigue 
vehicle; comedy about a small wire 

“service. 

Network reissue: Medic; It’s a Great 
Life: Gumby Show (11-minute car- 
toons). * “ + 
Follow-up production: Badge 714; 

Boots and-Saddles* 

National Telefilm: Associates :: 

First run: U. S.Marshal 

Bromfield) ; Grand Jury. 

Reissue: -George Jessel Show. 

Official. Films: °° >. i * 

First run: Arrest; Western nian: 

Invisible; Mah: ™ 
Network,.reissue: Sir ieenilag 

::. Lhe: Buecaneers* ;.Robin Hood. 


(John 


Screen Gems: 
First run: Dial 116; 
other property. 
Network reissue: Tales of the Bengal 
Lancers; Circus Boy* 

Telestar : 


probably an- 


First run: Counterspy. 
Television Programs of America: 

First run: New York Confidential; 
Tugboat Annie. 

Network reissue: Lassie. 
Ziv: 

First run: 999 (Scotland Yard De- 
Bat Masterson; others. 
Scott Island* ; 


tective) ; 
Network reissue: 
West Point*. 

Follow-up production: Highway Pa- 
trol* ; 


The list of new properties is a fairly 


Harbor Command*. 
well-rounded one. As in the past, ad- 
venture is the chief category. Among 
the adventure shows are several less 
Westerns than last year (but still 

goodly number), several cloak-and- 
dagger vehicles and several detective 
vehicles, almost with a documentary 
flavor. Among the offbeat properties is 


Official Films’ /nvisible Man, 


as the comedy about a news service, 


as well 


prepared in prototype by NBC TV 
Sales. 

Syndicators too are staying with tal- 
ent they have already developed. Thus, 
NTA has created a new 
Bromfield, 
Krasne and Thomas Mitchell continue 


for example, 
vehicle for John Gross- 
to do business together, and Rod Cam- 
eron will most certainly star in a new 
program produced by MCA-TV to fol- 
low up his success in State Trooper. 
And so it is that syndicators are 
looking forward to the season of 1958- 
59 asa tough selling year which will 
contain manifold opportunities. Net- 
work sponsors are likely to_wait until 
the last minute to commit themselves, 
for they well realize it is now a buyers’ 
market. This 


those 


rather than a sellers’ 
should mean that programs 
obviously designed for syndication will 
be offered around early, while others, 
geared’ tore for network sale, will be 
played” with ‘and held until the last 
minute. Then, if no network buyers 
appear, they will be moved jnto station 
selling areas. The trade séems ready 
for whatever may come, and is gearing 
itself’ to, make the coming se qson the 


best: in its hist6ry. 


“; 





*Final plans’ not’ completed’ at ‘ deadline. 
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Baseball (Continued from page 55) 


includes 11 games in Baltimore, Wash- 
ington and Boston, respectively, 10 
from Cleveland, eight Chicago, seven 
Detroit and two Kansas City. 

The National League adieu to New 
York was responsible for the Yankees’ 
heavy television schedule. Comment- 
ing on the club’s heavy game load, 
Yankee executive Larry McPhail 
stated: “Both the people at Ballan- 
tine and the Yankees felt that the 
millions of baseball fans in the New 
York area desired and deserved the 
largest tv schedule that could possibly 
be put together by our club.” 

Speaking for Ballantine, Leonard 
B. Faupel, advertising manager, 
added: “. . . I am delighted that we 
have been able to work out these 
arrangements so that this season will 
be even more closely connected with 
the New York Yankees and in so doing 
will bring to the baseball fans of the 
metropolitan area the most complete 
tv schedule in the history of baseball.” 

Conservative estimates place the 
total Yankee tv outlay in excess of 
$1.5 million. 

In a further effort to gratify the 
desires of diehard Giant and Dodger 
fans, WOR-TV will televise a schedule 
of 58 Phillie hume games and 19 
away games in the metropolitan New 
York area. Gordon Gray, executive 
vice president and general manager 
of the station, commented: “We at 
woR-Tv are looking forward to our 
association with the Philadelphia Phil- 
lies and to the opportunity of bringing 
National League baseball to New York 
for the ninth consecutive year. The 
departure of the National League from 
New York left a void that we are 
determined to fill so that the vast 
audience of channel 9 baseball fans 
will not be deprived of the pleasure 
of watching their favorite players in 
action.” 

Utilizing Philadelphia stations, the 
Phillies will resume their rather com- 
plicated television scheduling of past 
seasons. No Phillie gemes will be 
televised from the west coast, and the 
club will also exclude telecasts of the 
second games of doubleheaders on 
the road—games played in Pittsburgh 
excepted. It will teleeast all Saturday 
and Sanday games, home and away, 
all away night games, opening day in 
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Cincinnati and the first game of holi- 
day doubleheaders. Week-end games 
will be telecast alternately by wFIL- 
TV and wrecv-Tv Philadelphia and 
away night games by WVUE 
Wilmington-Philadelphia. 

Although the scheduled telecasts of 
other clubs are less complex, the 
varied pattern of home and away 
game telecasts indicates a diverse 
baseball-management opinion regard- 
ing television’s effect on gate receipts. 
The Pittsburgh Pirates evaluate at- 
tendance in relation to tv as follows: 
“We feel that the televising of our 
road games is very beneficial to the 
club, financially and otherwise. It 





Griffin Expands 
The Griffin Broadcast Group 
has set up a central sales promo- 
tion department to supervise all 

publicity and merchandising. 
The group owns KTUL-AM-TV 





CHARLES E. LARKINS 


Tulsa, KATV Pine Bluff-Little Rock 
and: KFPw Fort Smith, Ark. 
Heading the operation will be 
Charles E. Larkins, promotion 
manager of KTUL-TV. 





naturally reaches people who other- 
wise would not be interested in Pitts- 
burgh baseball and definitely creates 
new interest in the club. We feel that 
road television helps our attendance, 
but that the televising of our home 
games would hurt attendance.” The 
Pirates. televise away games only, in- 
cluding eight night games. The team’s 
other tv participation will be with 
NBC-TV’s' Major League Baseball 
series, which will originate six times 
from Pittsburgh during the season. 
These games will be. blacked out in 
the Pittsburgh trading area. 

Both the St. Louis Cardinals. and 


the Cincinnati Redlegs share the views 
of Pittsburgh on away game telecasts. 
The St. Louis club comments: “There 
is no way in which we can measure 
the results or increased attendance 
due to televising the road games, but 
we definitely feel that it stimulates 
and generates interest in the Cardinals. 
This is actually one of the aims of 
the television broadcasts.” The Car- 
dinals will televise approximately 34 
away games from St. Louis. There will 
be at least one game from every city 
in the National League. 

Hank Zureick, publicity director of 
the Redlegs, stated: “We feel that a 
limited and controlled television pol- 
icy can stimulate attendance. It is our 
feeling that constant television devel- 
ops a viewing and non-attendance 
habit, but that careful programming 
can stimulate interest and attendance.” 
Cincinnati will televise 23 home games 
and at least 30 road games. 

The Washington Senators telecast 
more home than away games. Herb 
Heft, the club’s public-relations direc- 
tor, comments: “The suspicion is that 
the home telecasts will hurt our 
attendance somewhat, but past ex- 
perience has been that when we have 
an outstanding attraction, we have 
continued to draw well.” 

Harry M. Sisson, executive vice 
president of the Detroit Tigers, ex- 
presses the club’s attendance views as 
follows: “We do not feel television 
affects attendance at our home games. 
Since all our home games are on 
Saturday, we feel television actually 
helps to draw fans to the park.” De- 
troit televises 11 home games and 29 
away games. 

The Baltimore Orioles maintain that 
television helps rather than lessens 
attendance. John S. Lancaster, public- 
relations director, states: “The club 
does not feel that the telecasting of 
games hurts attendance, but rather 
aids it. Last season, for instance, we 
drew a total of 1,029,581, which rep- 
resents a 14.2-per-cent increase over 
the previous season. Advance sales 
this year indicate that we stand a 
better-than-even chance to surpass 
even last year’s mark.” The entire 
Oriole schedule of 23 home games 
and 30 road games will be carried 
by wJz-tv Baltimore. 

In the National League, Cincinnati. 
St. Louis, Philadelphia and Pittsburgh 

















emphasize away game telecasts, and 
the Chicago Cubs televise home con- 
tests exclusively. Home telecasts fare 
better in the American League, with 
the Yankees, Cleveland, Chicago, Bos- 
ton and Washington favoring home- 
game airings: and Baltimore and 
Detroit supporting away telecasts. Dur- 
ing 1958 a total of 430 home games 
will be televised, compared with 341 
televised road contests. 

The pros and cons of television’s 
effect on gate receipts may be further 
intensified by the Giant-Dodger shift 
to the west coast. The two ex-New 
York clubs have joined the Milwaukee 
Braves and the Kansas City Athletics 
in avoidance of televising home and 
away games. Whether this will prove 
advantageous to either club is open 
to speculation. The colorful brand of 
baseball exhibited by both teams dur- 
ing past seasons, coupled with the 
reputed fine weather of California, 
may bring the fans in eager droves 
to the Los Angeles and San Francisco 
ball parks. 

Both teams have been forced to 
resort to makeshift expedients while 
awaiting construction of permanent 
stadiums. The Dodgers have the ad- 
vantage of the more-than-100,000-ca- 
pacity Los Angeles Coliseum and an 
advance ticket sale in excess of $1 
million. The Giants will play their 
home games in the 22,000-capacity 
Seal Stadium in San Francisco—some- 
what cramped facilities, offering a far 
smaller seating capacity than New 
York’s Polo Grounds. 

Should both teams repeat their 
poor 1957 season, their failure to 
utilize television, coupled with their 
isolated position on the coast, could 
result in widespread fan apathy. Tele- 
vision plays a key role in bringing 
ball clubs to the attention of millions 
of fans who do not have an oppor- 
tunity to visit a ball park personally. 
A prolonged failure to avail them- 
selves of the medium could conceiva- 
bly turn both clubs into the Siberian 
exiles of baseball. 

National League attendance during 
1957 totaled 8,817,481—a 167,914 
increase over 1956 and the highest 
National League figure since 1949. 
American League attendance showed 
a 302,545 attendance rise over 1956 
with a recorded total of 8,196,218. 

Statistics made available by Sport- 


Buyer (Continued from page 51) 


“Therefore, you cannot compare a 
rating of one survey with a rating of 
another. The comparisons must be 
made within the same survey. Two dif- 
ferent surveys measuring the same 
period can quote different sizes of 
audience, but a buyer can get some 
value out of using both by comparing 
trends and over-all popularity appeals 
of program types.” 

Douglas K. Burch, media group 
supervisor at Leo Burnett, Chicago, 
feels that “ratings, while important, 
are but one measure of an availabil- 
ity’s suitability and desirability. 
Experience, know-how and sound 
judgment are the good timebuyer’s 
stock in trade. At best, ratings are 
but an indication, and a relative one, 
at that. The worst possible fault—and 
one that too many stations as well as 
buyers are guilty of—is to consider 
a rating as an absolute measurement. 
Properly used, ratings are a guide, 
never a crutch upon which to support 
decisions.” 





ing News indicate 32,512,503 fans 
paid their way into major- and minor- 
league ball parks during the regular 
1957 season. Another 425,405 attended 
the All Star Game and the World 
Series to bring the over-all total to 
32,937,908. 

During 1957, five National League 
teams exceeded the one-million mark 
in paid attendance. The Milwaukee 
Braves again broke all previous at- 
tendance records with a record turn- 
out of 2,215,404. Brooklyn and Cin- 
cinnati showed slight drops from 1956, 
and St. Louis and Philadelphia dis- 
played slight increases. The Phillies 
exceeded one million for the first 
time. While falling far short of the 
million mark, Giant attendance in- 
creased over 1956. 

In the American League New York, 
Boston, Detroit, Chicago and Balti- 
more all achieved significantly higher 
attendance boosts over 1956, with 
Baltimore exceeding the million mark 
for the first time. 

This increased major-league attend- 
ance in 1957 would seem to indicate 
that in 1958—as in past years—tele- 
vision will continue to play a leading 
role in extending baseball’s roots even 
deeper as America’s national pastime. 


“The greatest problem,” claims 
Paul Davis, media director for 
McCann-Erickson, Los Angeles, “is 
the tendency on the part of relatively 
unsophisticated advertisers to rely 
entirely on ratings. An experienced 
timebuyer knows that subjective judg- 
ment must be exercised, and that rigid 
reliance on inflexible statistical buying 
formulae is too constricting for opti- 
mum purchasing performance. There 
remains a considerable educational job 
throughout the advertising profession 
in regard to the strengths and short- 
comings of the present rating systems.” 


Anita Wasserman, timebuyer at L. 
C. Gumbinner, New York, says: “I am 
distressed at the widespread trend— 
and fight it in myself—to use ratings 
as the final, all-inclusive reason for 
making a buy. I am glad that our 
agency is not one of those which re- 
strict timebuyers to the use of one 
rating service in making decisions. All 
are of use, all have their limitations, 
either in sample size, method used, 
etc. Judgment, experience, atmosphere 
for your spots to hit the audience 
you hope to sell, a station’s integrity 
and its acceptance in the local com- 
munity—all must be considered—not 
ratings alone.” 

Says Sal J. Agovino, timebuyer at 
McCann-Erickson, New York, “Too 
much emphasis is placed upon ratings; 
however, it is our only source in de- 
termining the values of available time 
on a market-by-market basis to clients. 
To say, ‘We feel this represents an 
improvement,’ is not as strong a selling 
tool as, “This represents an improve- 
ment as the following rating service 
indicates.’ Rating services for the most 
part are doing the best job possible; 
this is all we can hope for.” 


“We refuse,” declares William B. 
Kroske, radio-tv producer, Ketchum, 
MacLeod & Grove, Pittsburgh, “to 
bow to the omnipotence of ratings! 
Ratings are taken as an indication, 
in our shop. Certainly we consider 
them important, but so is the ‘com- 
mon sense’ evaluation of the market, 
time slot, competition and the program 
itself. Something else we refuse to do 
is to project a limited area rating to a 
complete station coverage area.” 

Rudolph Marti, timebuyer at 
Campbell-Mithun, Minneapolis, holds 
that “ratings are frequently the most 
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Buyer 
important factor to determine the best 
buy. A buyer can’t assume every 
salesman is right and that his station 
can deliver more homes than his com- 
petition. The rating services add a 
great deal in controlling and verifying 
the many statements that are sub- 
mitted.” 

“I believe,” says Rod McDonald, 
vice president, head of media depart- 
ment, Guild, Bascom & Bonfigli, San 
Francisco, “that most of the rating 
services perform conscientiously with- 
in the practical limits of their research. 
I am not convinced that they are as 


(Continued from page 99) 
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sensitive in their measure of radio as 
they are of tv. Ratings are abused 
much more than they are ‘used.’ Ad- 
vertisers and agencies often exrect too 
much rating information. 

“Most of this stems from the -ex- 
pression of’ ratings in single percent- 
age figures and the over-reliance on 
the significance of a moyement of one 
or two points in, either direction. If 
more rating ‘fans’ applied the same 
kind of logic to this statistical area that 
the Yankee fan does to the. statistical 


®&xpression of his team’s performance, 


the whole rating concept would be 
better understood.” 

Richard S. Paige, associate media 
director at Grey Advertising, New 
York, claims that the rating problem 
is “primarily a problem of user- 


ignorance, i.e., the confusion arises 
due to the lack of knowledge, by the 
user, of exactly what the rating serv- 
ice is designed to measure and the 
limitations of those measures.” 
“Rating services provide the general 
indication of audience size, which must 
be one of the determining factors of 
states Peter M. Bar- 
broadcast buyer, Foote, Cone & 


Belding, New York. “However, in re- 


media selection,” 
dach, 


become the 
crutch of the inexperienced and the in- 


cent years ratings have 
secure. No present rating service pro- 
and 
reliable data. Judgment musx play an 


vides completely _ satisfactory 
important role in media purchases.” 

In addition to expressing themselves 
on the question of ratings, contribu- 
tors to NBC Spot Sales’ first “Time- 
buyer Opinion Panel” had a number 
of suggestions to offer to the rating 
services. Among those submitted were 
the following: 

e All markets should be surveyed 
monthly. 

e' Rating books should be published 
and delivered more quickly. 

e Each book should 


alphabetical index of programs. 
e Services should 


contain an 


initiate secret 


rating weeks. 4 


‘e A’ non-profit audience-research 
organization should be established. 

e Services should be more fairly 
priced -for: small ‘agencies. 

e All':rating services should report 
audience-composition figures. 

-@ A station should report one rating 
service, and not switch because of 
favorable or ‘unfavorable results. 


Wall St. (Continued from page 91) 
GROWING TRENDS. That many ot 
these trends will grow in importance, 
both here and abroad, is incontestable. 
In this column, in a discussion of 
AT&T?’s role in the television industry, 
some of the problems confronting in- 
ternational television were mentioned 
(March 10th). 


of last week indicated the problem can 


Yet two announcements 


be circumvented to some extent by use 
of film. Paramount Pictures Corp. has 
negotiated a conventional film distribu- 
tion agreement with a Yugoslav dis- 
tributor who will book the film in 
Russia. At the same time, International 
Television Programs, Inc., a Ziv sub- 
sidiary, announced an agreement to 
video 
screens and, in turn,‘to distribute U. S 


tv film programs in the U.S.S.R. 


show Soviet-made films on U. S. 


Backlog Piles Up 


Thus the backlog for 
grams that is piling up war the 


filmed pro- 
world can be glimpsed. The U. S. pro- 
ducers of film shows have ip good 
fortune to have acauired the reputation 
of being the most skilled and talented 
film makers in the world. 

From the investor’s point of view 
there is a tremendous market potential 
to be filled, 


the best job would normally 


and the producers doing 
be ex- 
pected to pick up the most profits. The 
task of deciding which of the listed 
companies is acquiring not only the 
experience but the facilities to do the 
best job is the major one confronting 
the investor. 

There are approximately 20 publicly 
owned tv: film producers in the field. 
There are several privately owned com- 
panies of size that will sooner or later 
come inté the" public money markets, 
including Hal Roach, Television Pro- 
ductions of America, possibly Ziv and 


Desilu 


or all of these.. companies. will be 


Productions, Eventually some 
spreading their filmed talents . across 
the world on everything from the teach- 
ing of the ABCs (or their. Hindustani 
equivalent) to the proper handling of - 
radiation devices to be used in deyelap:.. : - 


-uing ‘the. natural resources j@f:backward 


nations ‘around j the: worlds, teeinings 
new scientists at-homés> sen. emai - 











SUCCESS (Continued from page 59) 


field, KJEO Fresno, KOOL-Tv Phoenix, 
KROD-Tv El Paso and KSL-Tv Salt Lake 
City. 

So successful was the first six-month 
run that it was renewed ahead of 
schedule for a second year and after 
18 months was again renewed for the 
third rerun year. 

Even in its third rerun the program 
has held its popularity. As late as 
February 1958 a San Francisco Ex- 
aminer poll placed I Search for Adven- 
ture first in the “Informative Pro- 
grams” classification, ahead of Wide 
Wide World, See It Now, Meet the 
Press, Disneyland, Bold Journey, Per- 
son to Person, Mike Wallace Inter- 
view, Omnibus and Douglas Edwards 
and the News. Of the 10 selected as 
tops in the classification Search was the 
only syndicated film show. 

Satisfaction of the sponsors extends 
to their agencies as well. H. R. Halde- 
vice president of J. Walter 
Thompson, told the producers: “We 
want you to know how extremely 


man, 


pleased we are with the results at- 
tained by this show, not only as re- 
flected in very substantial ratings in 
all markets, but also in terms of ex- 
tremely favorable reaction from our 
sales forces and trade cus- 
tomers and, most importantly, in sub- 


clients’ 


stantial sales increases on all products 
advertised on the show.” 





Fi lm (Continued from page 76) 


Son, Inc. (waxes), NL&B; Michigan 
Bakeries, Inc. (bread), direct; Scripto, Inc. | 
(pens), Donahue & Coe; Monsanto Chemical | 
Co., Gardner; O’Keefe’s, Inc. (Old Vienna 
Lager beer) , Comstock; Canadian Industries, 
Ltd. (Ciltone paint), NL&B; Procter & 
Gamble Co., Canada (Camay soap), F. H. 
Hayhurst; Bulova Watch Co., McCann- 
Erickson; Bristol-Myers Co. (Ban Lotion 


deodorant), BBDO. 
SOUND MASTERS, INC. 


Completed: Westinghouse Electric Corp. 
(corporate advertising), McCann-Erickson; 
John H. Delany & Son, Inc. (frozen foods), 
EWR&R. 

In Production: Solo Products Corp. (bob 
pins), Harry J. Jacknick; Bulova Watch 
Co. (watches), McCann-Erickson; Gunther 
Brewing Co. (beer), Pintoff Productions; 
National Biscuit Co. (Shredded Wheat, 
Wheat Honeys, Rice Honeys), K&E; West- 
inghouse Electric Corp. (corporate adver- 
tising), McCann-Erickson. 


TRANSFILM, INC. 


Completed: U. S. Steel Corp., BBDO; Radio 
Corp. of America (tv _sets),:K&E; Chem- 





strand Corp. (nylon); DDB; J: 'B. Williams 





ger”of Kcmc-Tv Texarkana, has been 
with the station since April 1, 1955, 
first as merchandising and promotion 
manager then as national sales man- 


ager and commercial manager. His ap- 
pointment as general manager became 


effective Feb. 21. 


Co. (Conti Lectric shave), Parkson; Phar- 
maceuticals, Inc. (Serutan), Parkson; R. H. 
Macy & Co., Inc. (Macy stores), Grey. 


VAN PRAAG PRODUCTIONS 


Completed: D-X Sunray Oil Co. (D-X Boron 
gasoline), Potts-Woodbury; Chrysler Corp. 
(cars), McCann-Erickson; Delco-Remy Div. 
of General Motors Corp. (batteries), Camp- 
bell-Ewald; Richfield Oil Corp. (gasoline), 
Hixson & Jorgensen; Ford Motor Co. (insti- 


tutional), K&E; Westinghouse Electric Corp. 
(vacuum cleaners), McCann - Erickson; 
Dodge Div. of Chrysler Corp. (trucks), 
Grant; Mutual of Omaha (insurance), Bo- 
zell & Jacobs. 

In Production: Delco-Remy Div. of General 
Motors Corp. (batteries), Campbell-Ewald; 
Chrysler Corp. (cars), McCann-Erickson; 
Richfield Oil Corp. (gasoline), Hixson & 
Jorgensen; Ford Motor Co. (institutional) , 
K&E; Mutual of Omaha (insurance), Bozell 
& Jacobs; D-X Sunray Oil Co. (D-X Boron 
gasoline), Potts-Woodbury; National Safety 
Council (public service), Campbell-Ewald; 
Advertising Council (public service), B&B; 
Mercury Div. of Ford Motor Co., Canada 
(Mercury cars), Vickers & Benson. 


VIDEO FILMS 


Completed: Automobile Club of Michigan 
(AAA services), Stockwell & Marcuse; De- 
troit & Northern Savings & Loan Assn. 
(banking services), Luckoff & Wayburn; 
Star Carpet Cleaning Co. (carpet services), 
Stockwell & Marcuse. 

In Production: National Brewing Co. (Na- 
tional Bohemian beer), W. B. Doner; The 
Detroit News (newspaper), direct; Stroh 
Brewery Co. (beer), Zimmer, Keller & 
Calvert; Twin Pines Farm Dairy (dairy 
products), Luckoff & Wayburn; Charlie’s 
Oldsmobile, Cadillac (automobiles), Powell 
Advg.; Goebel Brewing Co. (beer), Camp 


bell-Ewald. 


WILDING PICTURE 
PRODUCTIONS, INC. 


Completed: Chas. Pfizer & Co., Inc., Bur- 
nett; Standard Oil Co. of Indiana, D’Arcy; 
General - Mills, Inc., Tatham-Laird; Texas 
Co. (Texaco oil & gasoline), C&W 





WE HAVE NEVER MISSED A DEADLINE 


—— 





ASK ANY OF OUR CLIENTS AND THEY 


WILL TELL YOU THAT WE NOT ONLY 
MAKE OUR FILMS GOOD, WE.ALSO MAKE 
THEM ON TIME. animation inc. 8564 
MELROSE AVE. / HOLLYWOOD 46, CALIF. 


*list furnished on request 
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Announcing... 


AMERICAN RESEARCH BUREAU 


1958 METROPOLITAN AREA 


COVERAGE STUDY 


Field surveying completed in mid-February... 
reports issued mid-March ... presents latest 
data on station coverage and tune-in 
preference in some 200 key felevision markets 
... outdates any existing coverage studies... 


Numerous significant television station changes have taken place during the past 
year: changes in network affiliation, power and tower increases, new stations 
added. Each of these can affect your own TV operation—hence your need for 
the latest possible information about changes in facilities and resulting audience 
reaction. 


This newest ARB “A to Z” is the only industry-wide source of data on current 
TV problems caused by station overlap, network duplication, weak signal areas 
and other complex factors. As in the “Abilene to Zanesville” studies of 1955, 
1956 and 1957, known throughout the industry, ARB has carefully selected the 
markets to be surveyed with the counsel of leading agencies, advertisers and the 
networks. 


Interviewing for the 1958 Metropolitan Area Coverage Study has been conducted 
using systematic directory sampling with over 500 separate telephone interviews 
completed in each of the metropolitan markets covered and 200 interviews where 
the complete county is covered. 


For each market, the following are reported: 


@ Percent of homes having TV, including UHF saturation if any. 

@ Stations received in the market, with percent of TV homes able to receive 
each station and an indication of viewing frequency. 

@ Stations viewed most (lst and 2nd preference) for both daytime and 
evening. 


NEW this year... 





Coverage of the entire state of CALIFORNIA — county-by-county 
Complete data on COMMUNITY ANTENNA reception 


Contact any ARB office now to place your order for the 1958 Metropoli- 
tan Area Coverage Study. 








Markets reported in the ARB 1958 Metropolitan Area Coverage Study: 


ALABAMA 


Decatur 


ARKANSAS 
Johnson County 
Scott County 
Washington County 


CALIFORNIA 
Alameda County 
Alpine-Mono Counties 
Amador County 
Butte County 
Calaveras County 
Colusa County 
Contra Costa County 
Del Norte County 
El Dorado County 
Fresno County 
Glenn County 
Humboldt County 
Imperial County 
Inyo County 
Kern County 
Kings County 
Lake County 
Lassen County 
Los Angeles County 
Madera County 
Marin County 
Mariposa County 
Mendocino County 
Merced County 
Modoc County 
Monterey County 
Napa County 
Nevada County 
Orange County 
Placer. County 
Plumas County 
Riverside County—East 
Riverside County—West 
Sacramento County 
San Benito County 
San Bernardino County 
San Diego County 
San Francisco County 
San Joaquin County 
San Luis Obispo County 
San Mateo County 
Santa Barbara County 
Santa Clara County 
Santa Cruz County 
Shasta County 
Sierra County 
Siskiyou County 
Solano County 
Sonoma County 
Stanislaus County 
Sutter County 
Tehama County 
Trinity County 
Tulare County 
Tuolumne County 
Ventura County 
Yolo. County 
Yuba County 





CONNECTICUT 
Meriden 
Middletown 
Putnam 
Torrington 
Waterbury 


FLORIDA 
Daytona Beach 
Fort Pierce 
Live Oak 
Orlando 


GEORGIA 
Americus 
Columbus 
Emanuel-Bulloch Counties 
Valdosta 
Washington County 
Waycross 


ILLINOIS 
Bloomington 
Danville 
Freeport 
Galesburg 
La: Salle-Peru 
Mattoon 
Springfield 
Streator 


INDIANA 
Bloomington 
Lafayette 
Muncie 
Noble County 
Terre Haute 
Vincennes 


1lOWA 
Burlington 
Cass County 
Dubuque 
Onawa 
Page County 
Tipton 


KANSAS 
Atchison 
Ft. Scott 
Great’ Bend 
Salina 
Shawnee County 
Topeka 


KENTUCKY 
Lexington 
Madisonville 
Paducah 


LOUISIANA 
Lake Charles 
Natchitoches 
MAINE 
Auburn-Lewiston 


Kennebec County 


MASSACHUSETTS 
Pittsfield 
Worcester 


MICHIGAN 
Berrien County 
Cass County 
Houghton 
Jackson 
Monroe 
St. Joseph County 
Traverse City 


MISSISSIPPI 
Gulfport-Biloxi 
Tupelo 


MISSOURI 
Buchanan County 
Cape Girardeau 
Lawrence County 
St. Joseph 
Sedalia 


MONTANA 
Glendive 
Miles City 
Missoula 


NEBRASKA 
Lincoln 


NEW MEXICO 
Otero County 


NEW HAMPSHIRE 
Keene 
Manchester 


NEW YORK 
Binghamton 
Elmira 
Jamestown 
Kingston 
Massena 
Niagara County 
Ogdensburg 
Oneida 
Ufica 
Watertown 


NORTH CAROLINA 
Bertie County 
Davidson County 
Davie County 
Elizabeth City 

’ Hickory 
Jacksonville 
Moore County 
Rutherford County 
Salisbury 
Scotland County 
Watauga County 


NORTH DAKOTA 
‘Bismarck 
Dickinson 


OHIO 
Allen County 
Harrison County 
Mahoning County 
Middletown 


Portsmouth 
Summit County 
Trumbull County 
Van Wert County 


OKLAHOMA 
Ardmore 
Guymon 
Sequoyah County 


OREGON 
Eugene 
Jackson County 
Klamath County 
The Dalles 


PENNSYLVANIA 
Chambersburg 
Lancaster 
Lebanon County 
Lewistown 
Mercer County 
New Castle 
Oil City 
Washington 
Williamsport 


SOUTH CAROLINA 
Chesterfield County 
Fairfield County 
Orangeburg County 
Union County 


SOUTH DAKOTA 
Haakon-Jackson Counties 
Yankton 


TENNESSEE 
Jackson 


TEXAS 
Hillsboro 
Laredo 
Lufkin 
Mount Pleasant 
Waller County 


VIRGINIA 
Accomack County 
Albemarle County 
Danville 
Essex County 
Greensville County 
Mecklenburg County 
Prince Edward County 
Surry County 


WASHINGTON 
Ephrata 
Longview 


WEST. VIRGINIA 
Clarksburg 
Mercer County 
Morgantown 
Parkersburg 
Williamson 


WYOMING 
Casper 


AMERICAN RESEARCH BUREAU, INC. 


WASHINGTON @ 4320 Ammendale Road, Beltsville, Md. WEbster 5-2600 
NEW YORK @ 400 Park Avenve, New York 22,N.Y. Plaza 1-5577 
CHICAGO @ 2105 Tribune Tower, Chicago 11, fll. SUperior 7-3388 
LOS ANGELES © 6223 Selma St., Hollywood, Calif. HOllywood 9-1683 


ADVERTISER @ 341 Madison Avenue, New York 17,N. Y. MUrray Hill 4-5990 
SERVICE 








Commercial Cues 


gee Inc., is packaging a 
series of open-end spots for syndi- 
cation. There will be three packages in 
all, each containing five 20-second 
spots. Prexy Earl Klein also reveals 
that he’s producing animated commer- 
cials for Japan for the first time. The 
seven spots, which were ordered by In- 
terlingual International, vary in sub- 
ject, and will have Japanese sound- 
tracks added in Tokyo. 

Meeting of the Animated Film 
Academy took place at CBS Television 
City on March 21. Held as a sym- 
posium on different uses of animated 
film, it was emceed by Stan Freberg. 
Gordon Minter of the Leo Burnett 
agency spoke on approaches to ani- 
mated commercials. 

Ray Patin Productions is turning out 
eight spots for Jello. Ordered through 
Young & Rubicam, 
carry the new theme, “put more bounce 
into baby,” and will be tied in with 
magazine ads. 

Peter Del Negro, general 
manager for UPA in Chicago, becomes 
manager for Playhouse Pictures, which 
is opening an office in the Windy City. 

UPA has named Melvin Getzler to 
replace E. L. Scanlon as treasurer. The 
firm is turning out first seven commer- 


the commercials 


former 


cials in a five-year deal signed with 

tag beer, which gives that company 
exclusivity in its marketing areas in 
the midwest. Also being turned out are 
a series of commercials for Oldsmobile. 
These take a graphic stylized approach, 
shying away from humor in their mes- 
sage. 


News 





W. Windsor has 


Walter been ap- 
pointed vice president and general 
manager of KNAC-TV, CBS affiliate in 
Fort Smith, Ark., it has been an- 
nounced by the American Television 
Co., Inc. Mr. Windsor has a 23-year 
background in radio and television, 
most recently at KcMC-TV Texarkana, 
where he served for four years as gen- 
eral manager. 





(Continued from page 35) 


On the other end of it.I think adver- 
tising is a scapegoat almost pure and 
simple. People do things that the in- 
tellectual does not like every day; he 
has to find a reason for it. Advertising 
is a very convenient, very easy reason, 
and one that seems to work. I think it 
was John Dollard of Yale who said a 
little while ago that if only advertising 
were as effective as all of its critics 
say it is, the advertiser. would be so 
delighted with the results of his work. 
I think it is as good a scapegoat as any 
other. I do not think that it has ter- 
ribly much relevance to the phenomena 


which are being criticized by the in* 


tellectual critics. 


I think. advertising 





fits itself into the culture, tries to tag 
on to whatever tendencies are currently 
visible in the culture and to make use 
of them. I do not think it is in any 
way a creator of cultural tendencies. . . . 
What it tries to do is to tag on to those 
desires which appear to be there.” 

He gave as an example the cereal 
pitch of the Twenties. The public was 
health-happy, and the cereal makers 
latched on to the fad. 

The last man to have a say was 
word-slinger Ogilvy (who is to Mad- 
ison Avenue what the gun-slinger is to 
the plains). 

Said the native: 
out of my depth hearing you theo- 


“IT am completely 


retical analysts discuss the thing that 
I do every day for a living. I really 
don’t know what you are talking about. 
Except perhaps in one or two ways. 
Most of our advertising, almost all of 
it, is not addressed to you; it is ad- 
dressed to women, housewives, and not 
the men. We do try not to insult their 
intelligence—I am afraid we do not 
always succeed. I have a motto which 
is this: “The consumer is not a moron, 
she’ is your wife.’ And we must try not 
tc insult her intelligence. But we do 
insult her intelligence; never on pur- 
pose. As to whether advertising can 
create a demand for something where 
there is no’ demand, I do not think 
so. I have never tried to do it. I have 
always tried to satisfy demands which 
already existed, to exploit them.” 

Mr. Seldes rejoined: “Well, Mr. 
Ogilvy, you admit that there is oc- 


casionally a bit of an insult to the 


“intelligence.” 


Mr. Ogilvy: 


“Yes, yours.” 












Look for the teardrop shape 


the reel Oscar! 








ene | 


THE TEARDROP SHAPE 


. famous in Hollywood for 40 years, 
a standard with film men everywhere 

. for long service, good looks. . 
Brown hammertone finish, sold only 
thru authorized dealers. 


a. eee oe 


GOLDBERG BROS. 


DENVER, COLORADO 











In the picture 


Merle S. Jones (left) and Louis G. Cowan have been named 
presidents in a re-grouping of CBS-TV activities into two major 
operating divisions. Mr. Jones is head of the CBS tv station division 
and Mr. Cowan president of the CBS-TV network division. Accord- 
ing to Frank Stanton, president of CBS, Inc., the non-network tv 
operations of the corporation now account for about half of the 
profits. Mr. Jones, formerly president of the tv division, is a director 
and vice president of the corporation. Mr. Cowan was a CBS staff 
vice president, heading creative services for the network, having 
taken that post in 1955. 





Leo Burnett Co., Chicago, has named two new vice presidents, 
John Coulson (right) and Guy Saffold. Mr. Coulson is manager 
of the research department. Mr. Saffold is an account supervisor. 
Mr. Coulson came to the agency in 1950 as a research analyst. 
Before that he worked for Joseph White & Associates, a market 
research organization, and for Montgomery Ward & Co. He re- 
ceived his bachelor’s degree in economics from the University of 
Chicago and a master’s from the Harvard graduate business school. 
Mr. Saffold joined Leo Burnett two years ago’as an account exec- 
utive. Before that he was advertising head of Charles Pfizer Co. 





James G. Riddell, president of wxyz-aM- FM-Tv, the American Broadcasting Co.’s wholly 
owned subsidiary in Detroit, will become executive vice president of ABC on July 1. He also 
has been named a director of American Broadcasting-Paramount Theatres, Inc., parent com- 
pany of ABC. At the same time, Simon B. Siegel, financial vice president and treasurer of 
AB-PT, has also been named a director. In his new post, Mr. Riddell will hear reports from 
all departments now reporting to Leonard H. Goldenson, president of AB-PT. He, in turn, 
will report to Mr. Goldenson. There will be no change in past operating policy, according to 
the company. The ABC television and radio net works will continue to operate as autonomous 
units under their respective presidents, Oliver Treyz and Robert Eastman. and the o. and 
o.’s will continue operations under their curre 1t managers. 





The head of Screen Gems, the Columbia Pi-tures tv subsidiary, Ralph M. Cohn, has been 
elected president. It was 13 years ago that Mr. Cohn, then a Hollywood film producer, de- 
cided that there would be a big need for film in television during the years to come. Return- 
ing to his native New York, he set up Pionee- Telefilms. During the next two years (1948- 
49) the company produced film commercials for tv. In 1949 the company was absorbed by 
Columbia Pictures and given the name Screen Gems with Mr. Cohn as general manager. 
This was the first major motion-picture company with a full-fledged tv operation. In 1951 
the company contracted to make its first half-hour film programs. The following year was 
the big one. It saw the start of Ford Theater, a network show that ran for five years. In 1952 
Mr. Cohn was named vice president and gene -al manager. 


fi 





David C. Adams, executive vice president, corporate relations, has been elected to the 
board of directors, National Broadcasting Co. An executive vice president since September 
1956, Mr. Adams has been directing station relations and planning departments and the Wash- 
ington office. He is a member of the NBC. exe -utive council, the body which formulates major 
company policy. He joined the network as as;istant general counsel in 1947 and was named 
vice president and general attorney of RCA C»mmunications, Inc., in 1948. He returned to 
NBC in 1949 as assistant to the executive vies president. In.1954 he was elected a-staff vice 
president. Before joining NBC, Mr, Adams.was with the FCC. Starting in 1941, he served 
_as chief of the international legal section, assistant:chief of the common-carrier division and 
“assistant to the general counsel. .. 


re] 
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WHEELING 
37 TV 
MARKET 


*Television Magazine 8/1/57 


One Station Sells Big 
Booming Ohio Valley 





#3 OF A SERIES 
MINING 




















“T'm outside 

foreman here; 

this job keeps the 
misssus, our child and 
me livin’ well in 

our Wheeling home. 
Watch TV? Sure do, 
our own station, 


WTRFE-TV!” 


> Wheeling ; 
THE VALLEY CAMP COAL COMPANY 


No. 3 Mine—Triadelphia, W. Va. 


Mining rich coal resourcss, 
Valley Camp operates three 
area mines, employs around 
600 men, pays approximately 
four million dollars annually. 
Mined raw coal is washed, 
screened and thermally dried 
before it is shipped by rail, 
truck and water to America’s 
industrial and commercial 
coal consumers. Valley 
Camp—with expansion 
underway, another impressive 
picture of this super market 
where 2 million people spend 
2% billion dollars annually, 
where 425,196 TV homes 
react to the influence of 
WTRE-TV 

For complete merchandising service and 

availabilities, call Bob Ferguson, VP 

and General Mgr., at CEdar 2-777. 


National Rep., George P. Hollingbery Company 


wirf- tw 





CK ‘ = | 


316,000 watts N 5 iF network color 
——®9 
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Somebody stop that arson around: 
A fire company in a midwestern city, 
tiring of pinochle and other such di- 
vertissements between blazes, got 
around to pitching in and buying a 
television set. No sooner did the men 
put the set up and sit down to view 
their favorite program (name of show 
supplied upon request) when an alarm 
came in. They, of course, didn’t linger 
but sped hook and ladder to the scene. 
It turned out to be a false alarm. 

And when the firemen returned to 
their station, they found that someone 
had stolen their new tv set. 

. na * 

One of the alert hands over at Cali- 
fornia National Productions phoned to 
make a rhetorical release. 

“Do you believe there’s a trend com- 
ing around the bend in that Union 
Pacific (a CNP series) has been bought 
in several markets by Union Pacific 
Railroad? And that reruns of Medic 
(another CNP property) are being 
sponsored by a hospital?” 

Fair question, we thought. We im- 
mediately called up an unbiased ob- 
server at CBS Television Film Sales 
and posed the query. 

There were slight mechanical diff- 
culties that made it hard to get the 
CBS man’s answer, but it sounded very 
much as if he said, “That’s no *&* %* / 
trend!” 

# . _ 

Too hot to handle: We received a let- 
ter the other day from a reader who 
signed himself (or herself? ) “Puzzled.” 

The note listed two separate items 
which Puzzled said appeared succesive- 
ly in the same page of a trade daily: 

“John Wingate, host of Du Mont’s 
Greenwich Village Party, to Miami 
over the week-end on Party business.” 

“John Wingate, Du Mont Night Beat 
host, to Philadelphia over the week- 
end to tape interviews.” 

Puzzled pled with us to get to the 
bottom of this and find out exactly 
where John Wingate really spent that 
week-end. 

Well, we had to. get to the bottom, 
all right. We uncovered that John 
Wingate spent that week-end, not in 
Philadelphia nor Miami, but as guest 





of Randolph Churchill. 

We are not permitted to mention 
the place. 

* . * 

We ran into a friend of a friend who 
said he knew a fellow who met Bill 
Vernon at a Chinese diner one night 
and Bill was all excited because the 
horse he owns in partnership with “two 
other fellows,” is really shaping up. 
The dope is that the horse in question, 
named Prime Time, is to enter the 
Futurity in August and his owners are 
hopeful that he will take the $80,000 
race. 

Bill was eating a Chinese cookie at 
the time and smoking an oddly odored 
pipe. 

- e * 

At the University of Bridgeport in 
Connecticut, there was a subtle but 
nevertheless significant battle going on 
between the men and women students. 
It was in truth a battle for power—tele- 
vision power. 

The girls’ dorms are equipped with 
huge lounges, two hi-fi sets and inter- 
communications systems. But no tv. 

On the other hand, the men live in 
little houses, some 35 men in each. 
But each house has a tv set. 

Needless to say, the girls felt un- 
privileged and took a firm but consti- 
tutional stand. The coeds demanded 
and eventually got permission to get 
their tv under the best of all pos- 
sible circumstances—in the boys’ 
dorms. 

The college administration, in grant- 
ing permission for sharing channels, 
naturally made some _ supervisory 
stipulations. 

The mixed viewers are cautioned 
that during the program there must 
not be any “display of affection,” that 
girls must be accompanied to their 
viewing station by male dorm resi- 
dents, that visitors must be returned to 
their own dorms after dark by their 
escorts, and that dorm supervisors can 
scan any individual or group of them. 

Reports from usually reliable sources 
indicate that both sexes are reasonably 
pleased with the arrangement. And, to 
the amazement of all scanners, the boys 
and girls are really watching television. 
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ix Write for Color Methods Brochure: MOVIELAB COLOR CORPORATION, Movielab Bldg. G19 West 54th St, New York 19, N.Y. JUdson 6-0360 





The American debut proves 


The Adventures of Tughoat Anni 
outrates all competition combine 
improves the time slot by 27.1‘ 
increases audience share 45.2‘ 


Test Market: Wheeling -Steubenville (shared by 3 stati 
Date and Time: March 2, 1958, 7-7:30 P.M., E 


WTRE-TV (THE ADVENTURES OF TUGBOAT ANNIE 
31.9 rating — 54.9% shi 


Competitive station A-13.8 rating — 23.8% s 
Competitive station B—10.9 rating — 18.8% sh 


Other—1.5 rating— 2.5% s 


Note: In improving the time slot by 27.1% (against stro 
competition), Station A’s rating in the time period is reduceé 
24.6% and Station B’s rating by 50.2%. 

Source: ARB, 3/2/58— 


The same success pattern that THE ADVENTURES OF ; ; : 
TUGBOAT ANNIE enjoys in all other media! Motion Phone or wire Michael M. Sillerma 
picture feature, Saturday Evening Post stories, and in 

network television for Lever Brothers Limited of Canada, 

outrating, such series as Perry Como, Gunsmoke, Wyatt 

Earp, Climax, Disneyland, Dragnet, December Bride and 

many others. 


Television Programs of America, Inc. 


488 Madison Avenue, N.Y. 22 - PLaza 5-2 








